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Gero. P, RowELL & Co., PUBLISHERS, 10 Spruce St., NEw YorK. 


NEW YORK, DECEMBER 2, 1891. 


Beginning of the End. 


December is with us, and 91 isalmosta memory. The gains 
and the losses, the successes and the failures of the year are 
passing in review before the thoughtful business man. As 
for ourselves, we are closing a year of large business, marked 
by the acquisition of many new customers. Our office 
facilities have also been much enlarged and improved. We 
invite a call of inspection from all advertisers. Don’t let 
the possible fact that you do no business with us, deter you. 


End of the Beginning. 


The front end—New Year—is coming ; ’92 is nearly a reality. 
Plans are in order: Partnerships, Branches, Salesmen, Adver- 
tising, are all being considered in Committee of the Whole. 
Don’t overlook Advertising because it has been less worked. 
When the subject comes up we ask for a hearing. We will 
appear in person or in writing, as you prefer. 


The Class of 1892 


will need a motto. We respectfully suggest 
‘*Keeping Everlastingly at it brings Success.”’ 
We have tried it long and well. _ It is like the girdle of Thor, 
the old Norse god, the tighter you draw it about you, the 
stronger you become. It applies to many things—to none 
with greater force than to Newspaper Advertising. 
N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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$100 wi Will Do It. 


(2 ae 


14 Lines 


7 Lines 


4 Lines 


3 Lines 


20 Lines 


3 mos. or every other week 6 mos. 
in 170 Local Weeklies in Western 
Penna., Ohio and West Virginia. 


6 mos. every other week or 3 mos. 
every week in 140 New England 
Papers. 


Four weeks in 850 Papers in the 
New England and Middle States. 


3 mos. or every other week 6 mos. 


v 


in 525 Southern Papers. 


3 mos. every other week in 1400 
Papers in New England, Middle 
and Southern States. 


1 week in 1400 Papers in New 
England, Middle and Southern 
States. 


$100—Cash with the ntiecas accomplish any 


one of the above. 


Atlantic ‘Coast Lists, 


134 LEONARD ST., NEW YORK. 
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ADVERTISING IN VERSE. 
‘By Fohn S. Grey. 

There is to-day, as there has been 
for years, a great difference of opinion 
as to the efficacy of poetical advertis- 
ing. Many believe that the practice is 
a waste of money; others are certain 
that it is profitable. While it would 
not be right to take the opinion of an 
advertiser who had never tried this 
form of appealing to the public, as a 
set-off against the views of a man who 
had succeeded in it, it is but just to say 
that those who have never yet tried 
verse advertising have refrained chiefly 
because they were convinced that their 
goods would not admit of poetic treat- 
ment. 

A coal dealer, or a dentist, for in- 
stance, is justified in believing that 
there is nothing whatever in his busi- 
ness to inspire a writer with the divine 
afflatus. Yet I have written jingles for 
both trades with fair success, and, as a 
matter of fact, there is scarcely a staple 
business under the sun for which I have 
not written advertising verses during 
the past twelve years. Yes, I will ex- 
cept one—the undertaker’s ; but then 
I am not skilled in the dead languages. 

Messrs. Macniven & Cameron, the 
celebrated Scotch pen makers, justly 
claim to have had the most profitable 
business verse ever written, while the 
author of the lines was certainly the 
best paid poet of his, or any other, 
time. The verse alluded to was simply : 

ume as a boon and a blessing to men— 
ckwick, the Owl, and the Waverley 

Pen. 


It was written 


by a member of 
Punch's staff and he received $50 for 


the couplet. This was twenty years 
ago, and it is stated on good authority 
that the firm of Macniven & Cameron 
have sent the author $50 every New 
Year's Day since they first commenced 
to use the lines in all their advertise- 
ments. In that case the couplet was 
worth $500 a line to the writer, and 
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must have made many times that 
amount for the pen manufacturers. 
The verse was, of course, immensely 
popular throughout Great Britain, be- 
cause it faced you for years in almost 
every magazine and newspaper you 
picked up. They were household words 
almost, when, in 1886, the Camberwell 
Ladies’ Baths were opened in London, 
and then came the famous parody, on 
every dead wall in the English me- 
tropolis : 
They came as a 
women 
The Camberwell baths for the ladies to 

Swim in, 

I don’t think the parodist received 
such a handsome fee as the pen praiser, 
yet the Camberwell baths got a huge 
advertisement out of it 

Some of the most extensively adver- 
tised articles have often been done 
into verse: Pears’ Soap, occasionally ; 
Beecham’s Pills, often ; Sapolio, large- 
ly; Pearline, rarely; Sohmer Pianos, 
frequently; Sozodont, Dr. Pierce’s 
remedies, and others, all the time. 

A poetical advertisement, like a prose 
one, must be brief to be successful, but 
it should excel ordinary prose in con- 
taining some happy, epigrammatic con- 
ceit, and it ought to be in perfect 
rhyme and rhythm, otherwise the effect 
is lost. If the reader will now pardon 
my egotism in giving samples of the 
best of my own work for prominent 
advertisers, he may possibly gain some 
insight into how brief verse aivertising 
may be made effective. 

The following was written for the 
Messrs. Cleaver, of London, several 
years ago: 


boon and a blessing to 


A maiden looks with wistful, envious eyes 
On Mary Anderson's bewitching features : 
“ Oh, what a lovely skin!’’ she softly cries; 

** Surely thou art the finest of God’s creat- 
ures! 
For such complexion dare I ever hope?” 
“ Yes,”’ murmurs Mary, “* just try Cleaver's 
Soap!” 


It may be here stated that soap 
manufacturers, with the exception, per- 
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haps, of Frank Siddall, have a decided 
disposition to advertise in verse, yet 
what article is so unpoetic in its nature 
and manufacture ? 

Of several hundred poetical squibs 
which I have written for Sapolio, I 
consider the subjoined the best of all, 
for the reason that it appeals in the 
most insidious manner to the hired 
girl’s tenderest spot—her evenings out : 
Twoservants in two neighboring houses dwelt, 
But differently their daily labors felt. 

Jaded and weary of her life was one, 
Always at work, and yet "twas never done. 
The other walked out evenings with her beau, 
But then, s#e cleaned house with Sapolio! 

I believe Mr. Ward's favorite among 
my contributions to Sapolio literature 
was this, written in England five years 
ago: 

“Oh, wad some power the ge gie us 

To see oursel’s as ithers see us 

That power which Bobby ell would know 
Is furnished in Sapolio ; 

For, used on pewter, brass, or delf, 

Like others, you can see yourself ! 

My only objection to the above is 
that the leading idea is borrowed, and 
as an adaptation it should not rank 
with an entirely original production. 

Enough of soap—though, had I 
space, I would like to give some Pearl- 
ine lines and verses I have written for 
Santa Claus Soap. My object, how- 
ever, is to show a diversity of busi- 
nesses and try to convince the sceptic 
that it is possible to advertise well any 
line at all, from jewelry to fish, by 
means of brief verses. 

Commencing with newspapers, for 
the World, Recorder, Press and Brook- 
lyn Standard-Union the writer has 
turned out hundreds of poetical ad- 
vertisements, the best perhaps of which 
are these : 

New York has a great many papers we know 

Which boast of their power to-day, 

But there’s none you can order can beat the 
Recorder 
Because they ain’t built that way! 
And for another Republican sheet : 
He wears a smile, he lives in style, 
His path is bright and sunny, 
And he has made in honest trade 
A large amount of money. 
But here’s the cause of his success 
His “ ads."’ were «ae in the Press. 

Turning now to the various trades, 
give some examples of jingles which 
any person is at liberty to use or adapt 
for use. Here is a squib fora butcher : 

Beef, mutton, veal and lamb, 

Poultry, pork and mildest ham, 

Best and cheapest on the street 

For those who have to make ends meet. 


My reputation is at steak 
And thus a living I would make, 
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Real estate can be briefly advertised 

in this fashion : 
Earth to earth and dust to dust, 
We have the earth and you the dust. 
We can the earth in lots supply 
If you've the dust with which to buy. 
Whoever now possesses sand 
He quickly can a fortune land. 

Gents’ furnishing in this way : 
here are friendly ties and marriage ties, 

And social ties as well, 

There are business ties and railroad ties 

Of which the actors tell, 

There are kindred ties, and racing ties, 

And the ties in a game of ball, 

But the winter ties that we advertise 

Are the prettiest ties of all! 

This is how a clothier might fetch 
customers : 

We have suits to suit the season, 
Suits for office, street or ball, 
We suit any man in reason 
Whether he is short or tall. 
Fashi«n, fabric, fauitless fitting 
All by us are guaranteed, 
And hy efforts unremitting 
We, as tailors, take the lead. 

For a shoemaker this would attract 
attention : 

A two-foot rule which people should obey 
Is—wear the shoes we're elediag to-day ! 

For a jeweler: 

Full many a gem of purest ray serene 
Within my well-stocked show-cases is seen. 

I give here a general idea for an ad- 
vertising verse for a hatter. Mr. E. 
M. Knox, the famous New York hat- 
ter, has in the printer's hands a little 
book of verselets which I prepared for 
him, but which, although they have 
already been published in various even- 
ing newspapers, it might not be right 
to use in this article. But the follow- 
ing is for the benefit of any hatter: 
Every man gets a-head in the world 

So a hat he’s requiring to cover it, 

He is on the lookout for good hat store 
doubt, 

And he'll Jo all he can to discover it. 
Sut for all such matters we’re known as 

“head” hatters, 

Our store is “* head 

And our bargains are “‘ felt 
have dealt 
With the firm known all over as Platt’s. 


no 


«quarters for hats, 


by all those who 


As Mr. Platt, the gentleman alluded 
to, does business exclusively in a small 
English city, he is not likely to protest 
against American hatters using this ad- 
vertisement, but they will have to sub- 
stitute another rhyme for their own 
name. 

With a grocer’s advertisement for tea 
I will conclude this article : 

A rich, appetizing T, 
A truly surprising T, 
A saving, not wasting— 
Beautiful tasting— 
Very fine flavored T. 
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A well-recommended T, 

Judicially blended T, 
Comforting, pleasing, 
Always appeasing 

Best sort of household T, 

And so on ad libitum. Almost any 
man of mediocre ability can build an 
advertisement for his business out of 
the foregoing samples. 

NEWSPAPER SPACE—ITS VALUE 
lO THE INDIVIDUAL AD- 
VERTISER. 

‘By John J. ‘Dillon. 

After an active experience of several 
years in the advertising business, and 
a peep under the covers on both sides, 
lL can’t understand why experienced 
advertisers and agents lay so much 
stress on ‘‘ stated”’ and “‘ guaranteed ’ 
circulation. It is true that the im- 
portance attached to publishers’ state- 
ments of circulation is more apparent 
than real with the most successful 
general advertisers; but the average 
man with a reasonable appropriation 
for advertising purposes is a circula- 
tion fiend—he is after the ‘* hundred 
thousand ” and ‘‘ quarter of a cent a 
thousand ” fellows, and he usually gets 
them. Or, more properly, they usu- 
ally get him. 

I was talking advertising not long 
since to one of those ‘‘ quarter of 
cent a thousand” fellows, who places 
quite a line of business. A certain 
weekly was referred to. He was look- 
ing for information, and I was anx 
ious to discover the source of his faith 
in circulation basis. Answering his 
interrogation, I gave what I under- 
stood to be the publisher's statement. 
He insisted that I was low, and as- 
sured me, with evident satisfaction to 
himself, that he ‘‘ got pretty close to 
the facts.” As a matter of fact he 
was just about 400 per cent high, and 
when he made his contract with that 
paper afterwards, figured on the basis 
of *‘ a quarter of a cent a thousand,” 
he paid a plump one cent a thousand 
for the real issue. 

From what I have been able to see 
from a modest experience, which, 
however, extends from the press room 
to the business desk, and on over to 
the advertiser’s check book, I can’t 
see the wisdom of laying so much 
stress on ‘‘stated” circulation as ad- 
vertisers generally do. I have seen 
‘“‘stated” and ‘‘ guaranteed” and 
even “‘ proven” circulation to increase 
and double in less time than the force 


in the office could actually register the 
names; and from my certain knowl- 
edge of the facilities in some of the 
ofhces I knew it would take about a 
fortnight’s steady run to get off the 
edition they claim to print weekly. 

With these evidences looking me in 
the face I naturally look for evidences 
of merit other than ‘ stated” circula- 
tion. I don’t always find these evi- 
dences wanting. ‘Take two or three 
local papers from the same town and 
examine, them carefully for two or 
three days in succession, and you can 
put a fair estimate on their comparative 
value as advertising mediums. The 
paper that is plainly printed, tastily 
made up, and shows a liberal and pub- 
lic spirit in its editorial columns, will 
find readers, and you are safe in in 
vesting in its advertising columns 
So, too, with class papers. Of course 
the print and make-up are features of 
all desirable mediums, yet these are 
points apparently ignored by some 
extensive advertisers. But the subject 
matter must have freshness and merit 
to attract and hold intelligent readers, 
In order to appreciate the value of a 
medium it is necessary to know some 
thing of the interest it represents. A 
physician can tell more about the 
merits of a medical journal than a lay- 
man. The paper may look good 
enough, yet not contain matter to 
merit the attention of an intelligent 
physician, 

rhere are probably less advertisers 
that pass intelligently on the merits of 
agricultural papers than on other me- 
diums. This is because they know 
less about farmers and farming than 
about other people and pursuits. The 
man who talks about a Wyandotte 
cow is scarcely prepared to pass on the 
merits of an agricultural paper. No 
other medium has increased so much 
in value to the advertiser within the 
last six or seven years as the live, pro- 
gressive farm paper; no other people 
have made so much progress in the 
same length of time as have the farm- 
ers. From sneering at ‘* book-farmin’ ” 
and paper discussions they have be- 
come intelligent students of farm 
economy, and the agricultural paper 
that earns a permanent place in their 
homes must understand their condition 
and be in sympathy with their wants. 
It must not only support the national 
economic measures that are in their in- 
terest, but treat brightly and irtelli- 
gently the practical and scientific 
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progress of modern farm economy. 
Such a paper becomes the Bible of 
agriculture in the farm home, and as 
essential as brooms and hay forks. 
Advertisers need not concern them- 
selves about the ‘‘stated” circulation 
of such mediums. But, unfortunately, 
few of the agricultural papers are up 
to this standard. Boiler plate and 
second-hand matter is dished up 
pretty lively in some of them, and 
what they don’t know about farming 
is the one thing they are conspicuous 
for. These give you ‘‘stated”’ and 
‘‘guaranteed” circulation to your 
heart’s content, and when you figure 
up on ‘‘a quarter of acent a thousand” 
basis your proposition is not seriously 
refused. 

Another important feature of an ad- 
vertising medium is the company one 
is liable to getinto. During the pres- 
ent season I have seen the advertise- 
ment of one of our cultured New 
England institutions completely ob- 
scured by the surrounding black-faced 
cuts of the most objectionable quack 
medicine advertisements. I wouldn't 
care to take my chances and pay for 
any such positions. The cold type 
seems to squirm, for pure decency’s 
sake, to get away from its objection- 
able environments. 

For my part I can’t understand why 
these features should be so generally 
ignored and so much stress laid on 
** stated” circulation. I don’t like the 
moral feature myself of putting a pre- 
mium on lying—especially not when I 
am invited to put up the cash for the 
premium. 

n atte : 
WHAT IS ADVERTISING WORTH? 
‘By Foseph P. Reed. 

In PriInTERS’ INK of November 4th 
I was much interested by an article on 
‘** Precision in Advertising,” by T. B. 
Russell, evidently an Englishman, 
that contains so much that is good and 
interesting, I was sorry to see him lose 
his head and the force of his argument 
by making such a statement as the 
following: ‘*‘ For practical purposes, 
a page is a page, and a full page ina 
paper the size of PRINTERS’ INK would 
attract as much notice as if it were 
twice or four times the size.” 

Now far be it from me to intimate 
that a page in PRINTERs’ INK is not 
valuable, for I have no hesitation in 
saying it has paid our magazine beiter 
than any medium we have ever used, 


and we have received more foreign 
subscriptions from it than all others 
combined, 

But it does seem an absurd idea to 
advance that a page ina small paper 
the size of PRINTERS’ INK is worth as 
much as a page in //arper's Weekly in 
proportion to its circulation—both 
papers being of the same character. 

He also gives us information that 
London weeklies have made a fixed 
rate ‘‘of four shillings sterling, or as 
nearly as possible one dollar in Ameri- 
can currency, per page per thousand of 
circulation,” and this brings me to the 
point of my argument. 

What is a page of advertising worth 
in a daily, a weekly or monthly maga- 
zine per thousand of circulation, and 
how are we to determine its value? 
It has always been admitted that an 
inch of space in a magazine is worth 
more per thousand of circulation than 
in a daily or a weekly ; and what applies 
to an inch should apply to a page, but 
it don’t. 

A page in the New York Hera/d or 
Tribune is certainly worth more than 
a page in any magazine with equal 
circulation to most advertisers, in fact 
to nearly all, yet an inch in either of 
the dailies mentioned may be lost to 
sight. I think, therefore, Mr. Russell's 
point is not well taken. 

Leaving the dailies and weeklies out 
of the question, however, what is maga- 
zine advertising worth per page? 
And here, again, we must leave out of 
the question the large blanket sheet 
**monthly newspapers ” that call them- 
selves magazines, and confine our dis- 
cussion to the ordinary every-day, 
twelve-in-the-year magazines. They 
all have pages of almost exactly the 
same size, and consequently are a fair 
comparison to each other. 

If, therefore, a weekly paper is worth 
only $1.00 per page per thousand of 
circulation, is a magazine worth $2.00? 
and if not, then what is it worth ? 

There is no uniformity of rate, and 
yet it seems not only possible but neces- 
sary that there should be some protec- 
tion to the advertisers. As publisher of 
a magazine I am interested, but more 
so as an advertiser. Some advertisers 
may think a page in one magazine not 
as valuable per thousand of circulation 
as one in the ‘‘ giant monthlies,” but 
when each copy goes toa home and for 
that very reason is more valuable to 
most advertisers, this rule does not 
apply. 
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THE QUESTION OF TYPOGRAPHICAL DISPLAY. 


Tue Unttrep States Mutua Acct-/ 
DENT ASSOCIATION, j 
Editor of Printers’ Int: 

If convenient I would like to know which 
of the three enclosed advertisements you con- 
sider the best. 

No. 1 is the first form that the advertise- 
ment took in our printer’s hands. He misun- 
derstood instructions in setting the first part 
of it in fine type. 


No, 2 is according to directions given him 
on second attempt, with the exception of the 
cone to fill out the vacant lines, which is 

is idea and contrary to mine. 

No. 3 is the final form of the advertisement, 
and the one which will probably be used. 

I shall be pleased also to receive any criti- 
cisms you have to make on any one ot the dif- 
ferent forms. Yours very respectful 


ENJ. C, Nevins, 





Charies B. Peet, 


President. ef 


4 


Zs Does it pay to insure against accident is no 
4 longer an open question. 





What you want to know is the best company in 
which to take accident insurance 





Perhaps ihe following facts wil} belp you 


The United States Mutual Accident 





@ Association has more accident insurance in 


James R. Pitcher 


we 4 
ra 


force than any other organization in the world. 


It pays more indemnity every year than any six 


° . . . 
¢ other mutual accident associations. 


besides 


~ emergency fund, 


s 


wv 


in one payment, or, $4 quarterly. 


able first year only. 


It has $110,000 


other ample cash assets. 


ra A $5,000 policy with full indemnities costs $15 per year 


$5 membership fee, pay- 


320, 322 and 324 Broadway, New’ York. 





(Ne. 
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Charles B. Peet, 
President. 


; 
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Does it pay to insure against 
accident is no longer an open 
question.” . . : . 





Sf What you want to know is the best 


company 
Insurance. ‘ . 


in which to take accident 





James R. Pitcher, 
Secretary and 


a Perhaps the following facts will Trp you: 
ra The United States Mutual Accident Association 





General Manager 
320, 322 & 324 

Broadway, > 

NY 


payment, or, $4 quarterly. 
year only. . ‘ © . 


* has more accident insurance in force thi than any other 
organization in the world. > 
* It pays more indemnity every year than any other six 
A mutual accident ‘associations. . : 
~ It has $110,000 emergency fund, besides other ample cash 
¢ assets. . 
A $5,000 policy with full indemnitics costs 5 per year in one 


$5 membership fee, payable first 





(Ne. 2.) 
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When the advertiser has prepared his 
‘*copy” and has settled upon the me- 
diums to use, he still has to decide one 
of the most difficult questions connected 
with the business of advertising. An 
advertisement of which high expecta- 
tions are entertained while it is still in 
manuscript form may turn out very 


PRINTERS’ 


INK. 


disappointing after it is in type. He 
may avoid the question of typographical 
display altogether by causing it to be 
set in plain roman old-style, or he may 
employ rules, borders and gothic types 
to as great an extent as his space will 
permit. To the man who wants to get 
as strong effect as possible and yet not 





Charles B. Peet, 
President. 
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- Does it_pay to insure against 
accident is no longer an open 
question. 





& What you want to know is the best 


rs 
¢ 
a 


Cd 


company 


in which to take accident 


Insurance. 





James R. Pitcher, ¢ 
Secretary and we 
General Manager € 


Perhaps the 


320, 322 & 325 
Broadway 


following facts will help you: 


? THE UNITED STATES MUTUAL ACCIDENT ASSOCIATION 


> 
NY, ¢ has more accident insurance im force than any other organization 


« 
f in the world. 


me It pays more indemnity every year than any other six mutual accident 
xf associations. 
It has $110,000 emergency fund, besides other ample cash assets. 
A $5,000 policy with full indemnities costs $15 per year in one payment, or, 
$5 membership fee, payable first year Only. 
(Ne. 3.] 


$4 quarterly. 





DOES IT PAY TO 


Insure Against Accident 
is no longer an open question. 
What you want to know is the dest company 


in which to take accident insurance. 
Perhaps the following facts will help you: 


The. United States Mutual 


Accident Association bas more 


accident insurance in force than any other organization in the world. 
It pays more indemmity every year than 


" other six mutual accident 
t 


associations 


has $110,000 emergency fund besides 
assets. 


ai 
other cash ° 

A $5,000 policy with full indemnities costs 
$15 per year m one payment or $4 quarterly. 
$5 membership fee payable first year only. 


Accident Insurance in a Solid, Reliable 


Company Pays ! 


Elsewhere ?—Perhaps.— 


CHARLES B. PEET, PresioenT 
JAMES R. PITCHER, Sec’Y AND GEN’. MGR. 


920, 322 & 324 BROADWAY, NEW YORK. 
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make his advertisement a typographical play of advertisements. Their efforts 
horror, the question is where to stop appear labelled respectively A, B and C. 
between these extremes. Whether or not they have improved 
The advertisements as referred to by upon Mr. Nevins’ advertisements we 
Mr. Nevins given here are numbered re- leave to individual opinion. But we 
spectively 1,2 and 3. His letters, with think a study of the six different styles 
proofs of his advertisements, were hand- of displaying the same copy will prove 
ed out to three different persons experi- instructive. Comment and criticism are 
enced in directing the typographical dis- invited. Can any one do better? 





eematene: | Does if pay to insure against ac- 
ip a Solid cident isto longer an open 


— question. 


PAYS! | What you want to know is the 
Elsewhere ? —Perhaps.— best. company in which to 
take accident insurance. 
Perhaps the following FACTS will 
help you: 


The United States Mutual Accident Associ- 
ation has more accident insurance in force 
than any other orgamization in the world. 





It pays more indemnity every year than any 
| other six mutual accident associations. 


CWARLES 8. PEET, President. | |t has $110,000 emergency fund besides 
JAMES R. PITCHER, Secretary other ample cash_assets. = 


and Genera! Manager. : 
A $5 000 policy with full indemnities costs 


320, 322 & 324 Broadway, | $15 per year in one payment or $4 quarterly. 
NEW YORK. | $5 membership fee payable first year only. 











(B) 


ACCIDENT ee __ P 
IN A SOLID, RELIABLE COMPANY 
INSURANCE , ELSEWHERE ?—PERHAPS. AYS 


OES IT PAY to insure against 


2 accident is no longer an open question. 


WHat YOU WANT to know 


is the best company in which to take 
accident insurance. 


p ERHAPS the following FACTS 


will help you ; 


“The United States Mutual Accident Asso¢i- 
ation has more ‘accident insurance in force 
.B than any other”organization in the world. 
NEW YORK. _@ it pays more indemnity every” year than 
any other six mutual accident associations. 

It has $110,000 emergency fund, besides other cash assets. 
A $5,000 policy* with full indemnities costs $15 ‘per, year in one 
payment, or $4 quarterly. ‘$5 membership fee, payable’ firs(_year only. 
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Correspondence. 


one place: *“* G, P. R, & Co. have 
no means of ascertaining the cir- 
culetion, and must depend upon 





ATTRACTIVE FURNITURE ADVERTISING. 


CairorniA Furniture M’r’c Company, | 
San Francisco, October 20,1891. { 


Editor of Printers’ Ink: 


The editor of Prinrers’ Inx is requested to look |  furnis 
over the accompanying advertisements as samples 
of illustrated advertising, in contrast to ‘‘ The Re- 
viewer's’ remarks anent Western advertisements 
in Printers’ Ink of October 14th. A criticism is 


requested. 


“OVER THE TEA CUurs 


“A MIRRORED BEAUTY 
THRICE REPEATED——* 


THE VERY OAINTIEST 
AND MOST CONVENIENT 
OF BOUDOIR ORESSING 
CASES. WITH ADJUSTABLE 
TRIPLE MIRRORS THE 
ORESSING OF THE HAIR 
ANO THE LABORS OF-THE 
TOLET MACE COMFORT: 
Ase 


CALIFORNIA 
FURNITURG 





G. P. Brapy, Advertising Manager. 


Ot P. COLE 4 C0) COMPANY, - - - - - 117-171 Geary Street 


you for it. Inthe absence of this 
information, your paper is liable 
to be omitted from the Direc- 
tory.’’ But no space is left on 
the blank in which to make a 
statement of circulation. In an- 
other place it says: “‘It is cus- 
pe with those who do not 
sworn statements on this 
point to claim from fifty to sev- 
enty-five per cent more than they 
actually have, and if you do not 
report a higher increase your 
statement will undoubtedly be 
accepted.” Does this mean that 
I may lie safely about my circu- 
lation to the extent of fifty or 
seventy-five per cent above the 
actual amount, but am liable to 
have my statement rejected if I 
**report’’ a higher “ increase? ”’ 
Really, if the circular emanates 
from your office, it looks as if you 
were inviting me to lie about my 
circulation, particularly when it 
says near the end that no infor- 
mation except the name can be 
secured from the different news- 
paper unions. Respectfully, 
R. Evwin Woop. 

: oe ‘ 
NASBY’S PAPER DISPUTES 
THE CHICAGO INTER 
OCEAN'S CLAIM. 


Tue Torepo Bape, ) 
Daily and Weekly. Largest 
Circulation in America, } 
To.epo, Ohio, | 
ov. 20, 1891. J 
Editor of Prixters’ Ink: 
The writer takes exception to 
a little paragraph in Printers’ 
Ink of Nov. 18th, page 597, in 
which Mr, W. D. Boyce writes 
you that the Chicago weekly 
Inter Ocean has the largest cir- 
culation of “any weekly to daily 
in the United States.” I believe 
the Toledo weekly Blade is more 
justly entitled to this claim, not 
only at present, but during any 
time within the last ten years. | 
also believe the Toledo weekly 
Blade has enjoyed an honest cir- 
culation above 100,000 a longer 
number of consecutive years than 
any weekly paper now published 
in the United States, except the 
Youth's Companion, 








WICKED MR. WELCH AGAIN. 


Tue Buzz-Saw (Weekly), ’ 
Manistee, Mich., Nov. 9, 1891. § 
Geo. P, Rowell & Co. : 

I enclose circulars recently received by me, 
signed W. H. Welch. I do not know whether 
they were sent by you or not, as there is nuth- 
ing on them indicating that they were sent by 

a or even by your authority, I fill out the 
blank and have no hesitancy in doing so, in- 
asmuch as it will be of assistance to you 
whether you solicited it or not. é 

If the circular was really sent by you, it 
certainly is more indirect and ambiguous than 
your usual style of both advertisements and 
circulars, e circular, for instance, says in 


Very truly yours, 
F. T. Lane, Sec., 
Toledo Blade Co. 


—— 
ADVERTISING INVESTMENT SECURITIES 


Giose Savincs Bank, t 
Cuicaco, Nov. 20, 1891. 
Editor of Prixters’ Ink: 

During the time I have been reading 
PrinTERs’ Ink I have never seen a suggestion 
with reference to financial, investment securi- 
ties, etc., and bank advertising. I am much 
interested in this class of advertising because 
I do considerable of it. Would be pleased to 
see a suggestion or two from the powers in 
advertising. Let me add that no slight is in- 
tended by the last sentence. 

H. S, Dersy, Cashier. 





PRINTERS’ INK. 


SIGNATURES AGAIN. 


The publishers of the American 
Newspaper Directory find themselves 
obliged to insist that a statement upon 
which they are expected to rely shall 
be definite, shall appear to be made in 
good faith, and shall be made by some 
person whose connection with the of- 
fice is shown to be such as to make it 
uppear reasonable that he possesses the 
information which he undertakes to 
convey. 

In the case of William Briggs, 
D. D., lately referred to—[see PRINT- 
ERS’ INK of October 21]}—it now ap- 
pears that the signature and the initial 
W, or U, or whatever it may be, 
written by Mr. James Dale, whose 
statement is here reproduced for the 


was 


purpose of opening a discussion of the 
questions which have a bearing on the 
case, 


LS AE-7S 


Toronto, Nov. 9, 1891. 
Messrs. Geo. P. Rowell & Co,, 10 Spruce St., 
New York 

Gents—Noticing the remarks made in Pxrint- 
eExs’ INK referring to the signature on the re- 
port of the circulation of the publications of 
the Methodist Book and Publishing House, 
it has occurred to me that the same remarks 
would be applicable to any other report that 
you may receive where the signature of the 
person signing the report is not personally 
known to the publisher of the American 
Newspaper Directory, Had the person who 
signed these reports omitted his initial, no 
question, it appears, would have been raised 
re garding the authenticity of the signature; 
and yet the publisher Jersonadly wou:d not 
have signed it. If the actual signature of the 
publisheris necessary , the instructionsrequest- 
ing the figures should have stated this fact. 
Again, if the person who signed the reports 
had given his name in full and stated his po- 
sition ia the establishment, the publishers of 
the American Newspaper Directory would 
have had to accept his simple word that such 
was the case, and they really would have been 
no better off for evidence than they are now. 

The Methodist Book and Publishing House 
have always recognized that an advertiser has 
the fullest right to know exactly what he is 
paying his money for, and have for years 
availed themselves of the privilege that the 
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publishers of the American Newspaper Di- 
rectory offered, of having their circulation 
plainly stated, backed up by the opinion of 
the publishers of the Directory that they be- 
lieved the circulation stated to be true. It is 
a little strange that the circulation reports for 
the past, possibly ten years, have been signed 
in the same manner and by the same person 
whose signature this year is taken exception 
to. They have been made up and signed by 
the writer of the present letter, who has held 
the position of business manager of the publi- 
cations of this house for over sixteen years, 
and the reports furnished are absolutely cor- 
cect and can be relied on, 

We trust this will satisfy you that the state- 
ments made are entitled to the consideration 
of yourselves, and through you to the general 
advertising public. Any further evidence of 
good faith will be c heerfully given on the fact 
and method being made known to us. 

Mr. Roy V. Somerville, our New York 
agent, will be glad to bear testimony to the 
authenticity of this signature and the person- 
ality of the writer, 


S@® 


It is always insisted upon, at the 
office of the Directory, that the con- 
nection with the office of the person 
who signs the circulation report shall 
be apparent or made known, 

Of course if the person signing the 
report commits forgery by writing a 
name that is not his own, the publish- 
ers of the Directory are liable to be 
imposed upon. 

That this particular signature was 
not received as satisfactory when the 
Directory for 1891 was _ revised 
shown by the book itself, whérein the 
circulation ratings of the Methodist 
Book Co.’s publications are marked 
with two asterisks (**), indicating that 
they were based on an unsatisfactory 
report. 

A signature followed by an initial 
indicating that the writing was done 
by the person whose initial appears, is 
not a signature, It would not 
be accepted on a note offered for dis- 
count at the bank, It is sometimes 
hard to trace the source of a letter so 
Take, for instance, a type- 
statement emanating from 
some large office, signed in type-writ- 
ing ‘* William Smith,” and beneath 
the initial thus: per *‘F.” If this 
letter is referred for identification to 
the house from which it came, it will 
often be a difficult matter to fix the 
personality of the writer. Especially 
will this be the case if connection with 
the establishment has lately been ter- 
minated by one or more persons en- 
titled to use the initial F, 


is 


go vd 


signed. 
written 
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If a statement so signed is disputed, 
it would be a simple matter for the 
firm whose name has been used to as- 
sert that the employee had no authority 
to affix the firm signature to such a 
statement. Such would quite likely 
be the fact. 

The American Newspaper Directory 
offers a reward of $100 for the ex- 
posure of lying circulation reports and 
states that the reward will be paid for 
each and every paper which shall be 
shown by such evidence as would be 
conclusive in a court of law to have 
secured a false rating by an untruthful 
statement. For their own protection 
the publishers of the Directory are 
careful not to permit the acceptance of 
statements which appear to have loop- 
holes in them. 

A statement coming without a per- 
fect signature, or without any signa- 
ture at all, is often, no doubt, honest 
and all right. But if a publisher 
intends to lie, then the further he can 
keep from attaching his own signa- 
ture, the safer it is likely to be for him. 

There is now no doubt at all about 
Mr. Dale’s good faith. It was always 
believed at the Directory office that 
the Wm. Briggs signatures were signed 
to statements that were true: but the 
exhibition of the points to be consid- 
ered and a reading of the arguments 
brought forth tend to show the good 
faith of the editor of the Directory and 
some of the difficulties with which he 
has at times to contend. 


al 


ONLY GOOD FOR A RELIGIOUS 
WEEKLY. 





From the Chicago Tribune. 

He walked into the office of a humorous 
weekly paper, and said, in a business-like way : 

“I have an article here that I want to get 
into the paper. 

“ Yes, sir, ’ responded the clerk. ** Editorial 
room on next floor.” 

“Oh, but this is an advertisement. Some- 
thing about Jenks’ Dust Eradicator and its 
value to housekeepers. The article just in- 
dorses it, you know, and tells what a fine thing 
it is. 1 want it to be printed as pure reading 
matter,”’ 

The clerk shook his head. 

“Can't do it,” he said. “I'll run it in as 
an advertisement.” 

“No, no,” protested the advertiser. ‘I 
wanted it used as news.” 

“To fool the readers?” 

* Exactly.” 

“ It’s against orders.” 

“I'll pay double rates.” 

“ Wouldn’t take it at triple.” 

The advertiser folded up his manuscript. 

**Can’t you tell me of a paper that will ?”’ 
he asked, 

d ~ -— any religious weekly,” responded the 
erk. 


A REVISION NEEDED. 


New York, November 7, r8or. 
Publisher of Messenger, Wilmington, N.C. 
Dear Sitr—Inclosed is a complete list, ac- 
cording to the American Newspaper Direct- 
7 for == of the over 5,000 circulation 
ers pub ished in your State, 

ill you oblige us by examining it carefully, 
indicating such publications as are no longer 
in existence, or for any reason are not entitled 
to a place in the list ; and giving us the name 
and addresses of any others known to you 
which should be included ? 

Your —-* servants, 
Geo. P. Roweit & Co, 
NORTH CAROLINA, 
Mount Holly, Our Southern Home,m’thly,F 2 
Raleigh, State Chronicle, weekly, 1 
Raleigh, Biblical Recorder, weekly, 
Raleigh, Christian Advocate, weekly, 
Raleigh, Progressive Farmer, weekly, 
Wilmington, Messenger, weekly, 
Tue Messencer, Daily and Weekly, } 
Jackson & Bex, Proprietors, 

Witmincron, N. C., Nov. 16, 1891. } 

Messrs. Geo. P. Rowell & Co. 

GenTLEMEN—Referring to enclosed circu- 
lar, say that we doubt if any of the papers in 
the list, with exception of Progressive Far 
mer, has 5,000 circulation, The Messenger 
has not, and makes no such claim, 

Yours truly, Jackson & Bex. 
> 


ILLUSTRATED ADVERTISEMENTS 
IN THE AMERICAN NEWSPAPER DirECTORY 

The publishers of the American 
Newspaper Directory, for the purpos: 
of enlivening the advertising pages of 
that volume, have promised leading 
newspapers who send copy early for a 
full-page advertisement in the Directory 
for 1892 that the advertisement fur- 
nished shall be submitted to a competent 
artist with instructions to illustrate it 
with appropriate designs, or the artist 
will avail himself of any designs or 
suggestions that the publisher may 
furnish. For this work no additional 
charge is made, payment for it being 
included in the price charged for th: 
full-page advertisement—one hundred 
and fifty dollars. 

If, on the other hand, a puLiisher of 
a newspaper prefers to prepare and 
illustrate his own advertisement he is 
allowed that privilege, and a reduction 
of twenty-five dollars will be made from 
the schedule price charged for a page 
advertisement, provided a well-mad« 
electrotype is furnished to the Directory 
in due time. 

The first illustrated advertisement 
prepared in accordance with this offer 
happens to have been for 7ruth, the 
successful daily of Scranton, Pa. It 
is reproduced on the opposite page as 
an example of the sort of work in- 


tended to be done. 
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BARRETT & JORDAN, Props. 


An Independent Afternoon Newspaper. 
AVERAGE DAILY CIRCULATION 


10,495 Copies 


Largest dona Ade circulation in Pennsylvania, outside Philadelphia and Pittsburg. 
Largest circulation on the Lackawanna Line, between New York City and Buffalo. 


JOHN E. BARRETT, Editor. - - + 4, J, JORDAN, Business Manager, 
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IS CHICAGO £ EXAMPLE OF SHREWD 
DVERTISING? 
From - Dayton (O.) News. 

The fact is Chicago is always doing some- 
thing to be talked about, and from the time 
of the great fire, which advertised it ail over 
the civilized world, and which was tollowed 
by a most remarkable and pheenix-like growth, 
unto these present days of the World's Fair, 
Chicago has been most persistently and inter- 
estingly advertised. Take, forinstance, a little 
collection of items in a "Chicago paper, re- 
printed from other papers, aad we find men- 
tion of the windy city in the Indianapolis 
News, Washinxton Post, Scranton Truth, 
Quincy Whig, Kansas City Times, Miiwaukee 
Sentinel, Denver Sun, and Brooklyn 7imes, 
Here we see the East, New England, the West, 
the Northwest, and the Central States repre- 
sented. Well distributed advertising that. 
There seems to be a still greater future before 
Chicago, and the ambition of her citizens is 
not yet satiated. 





WANTS. 
Advertisements under this head 530 cents a line 
wa —Salesmen for Nursery Stock. Ad- 
dress E. B. RICHARDSON & CO., Geneva, N.Y 


I et ed manager manager and solic itor 7 
ati Al references. “EXPERI- 
ENCED,” Box 672. 


7 ANTED—A 


Send sam 
CO., 146 E. ‘rd. 
. YEARS as working ¥ 
25 *) Who will give me 
contract, in my little office 
ERS’ INK. 


YANVASSERS wanted to secure subscrip- 
C tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of Printers’ 
Ink, 10 Spruce St., New Yor 


N ANUP ACTURERS or iS, oF others desiring good 
responsible gen on Pacitic Coast, experi- 
solicito some capital, = 

write GEORGE LAWRENC E, Los Angeles, Cal. 
j T ANTED —A Practical Printer to take charge 
of mechanical Sopaaans of a daily and 
weekly paper and office. Must have some 
capi E. B. DI TINGHAM, Hartford, Conn. 
WxteD —A PARTNER with capital, or an in- 

an inco’ 


vestor, to pure controlling interest in 
tary medicines. Address P. O. Box 292, 


first-class pen-and-ink artist. 
ies of work to aap ENGRAVING 
t., St. Paul, 
il for others. 
or fc? ay: monthly, on 
are PRINT- 


»rated company, m’f’g several ~— 
nton, 


a. -Read “THE AMERICAN ART 


RINTER.” 
»sublished. 
Monthly. 
Place, N. ¥ 


| Cig CRY ISSUE PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing todo 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business. 

— —- 


FOR SALE. 
Advertisements under this head §% cents a line 


Nee miums, 8c. up. Saad for list. 
EMPIRE . CO., N.Y. 


28 Reade St., 
END for catalogue. Handsome Illustrations 
for papers. Am. Ilustrat. Oo., Newark, N. J. 


B= r 
ERs’ 


Best my yt » magesine 
Be tt. co 


+, $3.00 per year. 
. E. BARTHO OMEW 


College 


of 


daily ; and ‘Address 229) case Pauw in South 


PRINTERS’ INK. 


New r, never 


REPUBLICAN Mir-f 
ce $6,000. 


A clearing less than $5,0 yestty- 
Address “ L. 5.,” PRINTERS’ Ly 

re pine tage — Ceylon Tea the best; 

package, ijl or express (prepaid), Choice 

75e., Piinest $1.00, Ceylon Tea Tea Co., St. Paul, Minn. 


; 50, ( ADDRESSES of Iowa farmers. 
25 Every county complete. Correct- 
pees uaranteed. Sold in quantities to suit. THE 
RAPH, Dubuque, lowa. 


Fe SALE—PLANT doing Composition and 
Electrotyping; publishes a weekly paper ; 
lots of advertising ; Tob department; presses ; it 
costs too much to say more ; write and we will 
tell you all aboutit. “G. P., PRINTERS’ INK. 


MPORTANT! Printers and Advertisers. 5,000 
aoe, ms, initials, — and other illustra 
tion: New r portraits, any sub- 
oot, 41.00. “Tilustrate your town. Boom your 
usiness. Catalogue 4c. Write for information. 
CHICAGO PHOTO ENG. CO., Chicago. 


ILOTHIERS and Dry Goods Dealers have 

ordered 177,00 of our World’s Fair Illus 
trators during the last five weeks. A great 
hit in advertising. Send “at for samples 
and prices. GRIFFITH, AXTELL & CADY 
CO., Embossers, Holyoke, M 


‘J‘HE IMPRESSION that prints addresses also ; 
Bins | automatic ; attaches to any yy < 
; no labels, fry or pants type; 
by speed of press ; simple, 
eap. gg 's addressing 
alf or who 
NEW MAN, Drawer 


1-lb. 


attachment for: Printing 
tent for sale. W. ARREN NE 
, Toledo, 0. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Ty pe, 
tell the story in twenty three words and send 
it, with two dollars, to the office of PRINT 
ERs’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
generally secure a customer. 


VOR SALE—1 four horse 

Engine. Fine condition. 
1 Stommetz Foldin 
Does good bookwor! 
ver work. Size, 36x50. 
er, Eschlepker patent. 
Iron Works, Buffalo, N. Y 
Double-cylinder Hoe Press, two years old. 
Fine condition. Bed, 85x51. This machinery 
will be sold in bulk or in part. Great chance 
for some one desiring to fit up an office. Ad 
dress L. L. amauta 144) Pa. Ave., Wash 
ington, D. C. 


A HERRING SAFE, 76 in. high, 49 in. wide and 
29 1-2 in. deep, outside measurement; 56 in. 
high, 38 1-2 in. wide and 18 in. deep, inside mea 
surement; contains 15 pigeon holes, 5 drawers, 
1 covert and 1 com rtment ; is in first-class con 
one, Cost $900, Also a Marvin Safe, 70 in. high, 
in. deep and 43 in. wide, outside measurement ; 

2 in. high, 27 1-2 in. wide and 16 in. deep, inside 
measure nent exelusive of compartment. The 
ae get ym is waraiat proof, with combination 
lock, measures 23 in. wide, 9 in. 10 in 
deep. “This safe has two drawers and 1 pigeo n- 
holes, inside iron doors _— an outside combina- 
Cost $800, ‘ood as new. A choice 

of wx safes will be sold ‘or $300 cash. Address 
GEO. P. ROWELL & CO., 10 Spruce St., New York. 


or 


SPECIAL NOTICES. 


power Otto Gas 
ust overhauled. 
Machine. Four folds. 
— excellent newspa 

1 Self Clamping Cut 
Built by Howard 
Size, 4 inch. | 





Advertisements under this head, two lines or 
more, without display, We, a line, 


G RIT. 


ys BIBBER’S. 

QPOKANE SPOKESMAN. 

L?*** INKS are the best. New York. 
PoPerar EDUCATOR, Boston, for Teachers. 


, Phila., Pa, 15th year. 


a. 2 oe. HERALD, 
90,000 monthly. 
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Damt quays.) MIRROR, only paper, town 
8,000. Rates low. 
7OUNG FOLKS, Portland, 
reaches omes. 
MVE GRAPHIC, Chicago, “the great West- 
ern illustrated weekly.” 
TOVHE GRAPHIC, Chicago— 
least cost to advertisers. 
LL home print— NEWS, peeegmmeld, Ind. Trial 
A’ea advertisement apprecia 
K EEP in the middle of THE mae, Denver, 
\. Col. It will pay. Rates lo 
GENTS’ names $1 to $10 
i AGENTS’ HERALD, Phila., P 
VOR TIRED, WEARY BRAINS, take BRO- 
MO-SEL TZER. Sold every where. 
Boa HOTEL GUIDE has the — ay circu- 
lation of hotel papers in the country. 
ao +e te CANADA LIST (Co-operative). 
D> EWEY, Hamilton, Canada. 
o® pyr a i THE POST,” South Bend, Ind. 
Only morning paper in Northwest Ind. 
OUISVILLE COMMERCIAL—Only 2 cent 
Morving Daily published in Kentucky. 
ARGEST DELIVERED DAILY circulation 
in Connecticut—NEW HAVEN NEWS. 
DS. wee ‘ny business ; suggestions for 
1. cuts. , Mirror, Danvers, Mass, 


20, 000% le read the Youngstown (0.) 


DAY NEWS. Get our rates. 
IGHEST ORDER Mechanical Engraving. 
J. E. Rhodes, 7 New Chambers St., N. Y. 
wrt does the Bible say about politics ? 
CHRISTIAN Patriot, Morristown, Tenn. 


WAN FRANCISCO CHRONICLE is the leading 
nowenee of the Pacific Coast, and has the 
largest circulation. 


AvEnTs goa er ENTORS ; 40-page book 
FITZGERALD, 800 F St., 


Me. Nearly 5,000 


Most value at 


per 1,000. 
Pa. 


FRE 
W ashington, é 


LINES 26 days. 
$1.50 it® TEP 
. a —4 rae s- EN PRisk, 
Brockton, Mass. Cire 


TS thoroughly cover a use THE KAN- 
SAS WEEKLY CAPITAL, the leading farm 
and family newspaper of the State. 


‘J\HE ADVERTISER'S GUIDE, 16 pages 
fall edition, mailed on receipt of stamp. 
STANLEY DAY, New Market, N. J 


NGALLS’ HOME AND ART MAGAZINE ‘s 
a LADIES’ MAGAZINE. 25,000 monthly. 
Address J. F. INGALLS, Lynn, Mass. 


KE DITORS’ wy Folding ae Scissors. New style, 
best quality. By mail, 65 cents. W.B. NEW 
HALL, Ls cge bn) Germantown, Pa. 


1 5() BER r year, for ante 1,000 
Pr9) pI ag owell’s rati Cash 
vith the order. J. H. MCALVIN, Lowe! 


‘O reach Southern families aise in the 
oldest and la Southern magazine, is oN 
PEOPLE’S ILLUS’D JOURNAL, New Orleans, La. 


I IRECTORY PUBLISHERS, 

circulars and price list of your directo 
ries to U. 8. ADDRESS CoO., L. Box 1407, Brad- 
ford, MeKean Co., Pa. 


T= AMERICAN NONCONFORMIST _repre- 
sents the Alliance and Farmers’ side. Proved 

circulation cueccding 25,000, Advertising so- 
licited. Indianapolis, Ind. 


\ EDICAL BRIEF (St. Louis) has the largest 
pA circulation of any medical journal in 
the worl Absolute proof of an excess of 
thirty thousand copies each issue. 


14, SWORN CIRCULATION monthl 

and increasing. Sullivan's Church 
Pa wre Rates low. For terms and samples 
write E. R. SULLIVAN, Zanesville, Ohio. 


5S ,000 ,000 Ft BUSHELS WHEAT 0 


this yearin Indiana. A } 
RHE T of this in the rich Wabash Valle: whee 
TERRE HAUTE EXPRESS circulates 


please nr 
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JOR RAEHS exe 00 low pas) ‘we enn’ ~ Fe 
n. Sam 
free Pificsrrateb WEEK} REKLY, Topeka, 


Kansas. 


gy Ppand Hy my of the very best black writi 
fluid le by an or in 1 iL, 4 at a to! 
cost of 15 cen ll directions for 2% cents. 
FRANK KELLEY, Woonsocket, South Dakota. 


APER DEALEKS.—M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used by wrinters and publishers, at low 
est prices. Full line quality of Privrers’ Iv. 


TS TEXAS CHRISTIAN ADVOCATE, Dallas. 
Official organ of all the Texas and New Mex- 
ico Conferences. Circulation greater than any 
other religious paper in the South or South- 
west. 
r = Rony! FARMER, Dallas. Do you want 
the farmers of Texas? THE TEXAS 
F ARMERS. circulation is 30,000 weekly, which 
is greater than that of any other paper in the 
State. 


EEP posted yi all Life Insurance Com 

panies. THE INDICATOR’S Pocket Chart 
is the — Malled | ‘4 z= cents, RY stal note 
or stam Add LEAVENWORTH 
PUBL is HING C0. S eirolk, Mich. 


HE SCHOOL JOURNAL, Weekly (circula- 

tion 18,000), and TEACHERS’ INSTITUTE, 
Monthly (circulation 47,000), reach a large 
proportion of 300,000 teachers and school 
officers. Circulation proved. New York. 


ENVER, Colorado.—Geo. P. Rowell & Co. 
‘OF 


of New York in their new BOOK FOR 
ADVERTISERS name the best, most widel 
circulated, most influential papers at eac 
important center of population or trade 
throughout the whole country. For Denver 
the Rarer, accorded this distinction is the 
DENVER REPUBLICAN. 
O* the 207 newspapers and Fas the pub- 
lished in Conigctiout = 891, the HART 
FORD TIMES stands at head in point of 
circulation. The , Tt Newspaper D 
rectory rates it the highest by several thou- 
sand. It is undeniably the newspaper in 
Conn. for the advertiser seeking best results. 
A popular family newspaper. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir- 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. ‘or advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 


yHY NOT OWN an Illustrated Newspa 
per to advertise your business? id 
you know it could be done at ee ood ? 
Particulars and samples free to any resp< 
sible firm. PICTORIAL WEEKLIES CO., 
28 West 23d St., New York. Mr. GIBBS, of the 
National Cash ister C ‘0., Says since pub- 
lishing their own paper, “ THE HUSTLER,” 
their business has increased 300 per cent. 


\ ANUFACTURERS _ advertisi for Bey 
should confer with =e MANUFACTURERS’ 

ADVERTISING BUREAU, New York. Great ex- 

pe 

jeges, e' 

pa ny trade notes. Manuf’g, Electrical Engi- 

aescialt; -. 'y—1 > Weeklise he monthlies A 
y. e are ti 
in journals in the United States, anc oud col 
at the lowest figures on con on convenient terms. 


66 BEX ABOU,” in “The Press,” tells a story 

at the expense of a well-known advertis- 
ing agent. “I.yman D. Morse, the business man 
er for the old and stable advertising agency 
oO! H. Bates & Co., ving seen notices of 
Colonel Knox’s new venture, a bureau of infor- 
mation (any _eeeueee py fa 3 twenty-five 
cents), pu! quarter into 
it to the cotonal with this ir inquiry: 

best advantage!’ 


to tage? "N.Y. Home 
Nov, 18, 1891, z 
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Since the offer was published of 
gratuitous insertions for the remainder 
of the year 1891 of all advertisements 
to appear in every issue of PRINTERS’ 
INK for 1892, the following yearly or- 
ders have been received : 


joanne Pe ows, Akron, 0.,2 Maes 4 
Comfort, ie., one- 
D. LS Dewey “Hamilton Ont., two Ines 

V. Somerville, New York, one-quarter 


, Enterprise, tw: ‘0 lines. 
» Morning Post, two 


@ if - 


x! 


oe 


Sox ya jon halt pare gy 


ri 
. Nu tS New York, tou r lines 
Publishing Co., New York, two 


2 
Philadelphia, 
special ition, 1 
Co., Sowene, N. J., a 
Goldthwaite’s Geograph nical "Magazine, 


New York, four lines 
= ~ Yorker, N. Y., one-quarter 





o 
® 


00 
00 
00 
oe 
00 
00 
00 
00 
00 
00 
00 
00 
00 
00 


perme > Advocate, N. Y. 
Boston Hotel Guide, two 
John Lewis — a a 


104 00 
650 00 
78 00 
650 00 
52 00 
1,300 00 
300 00 
14 00 
00 

Farmer, Philadelphia, five 
- Ee 


ade Sect Sinead oe 
Mig... >? 
4, M 
. * 
WLM. 
3 
‘ 


ye 
"MAA Rg Dm. 


sn 


' Wy, ‘ 


Any one who is familiar with Print- 
ERS’ INK will observe that nearly all 
the yearly orders announced for 1892 
come from persons who have been 
regular users of the advertising col- 
umns for from one to three years. 
They buy something about the value 
of which they are well informed. To 
them the prices seem, as they are in 
fact, very low. 

Publishers of class papers issuing 
from 1,000 to 5,000 regularly receive 
from 10 cents to 25 cents a line for 
their advertising space. For PRint- 
ERS’ INK, with from 50,000 to 60,000 
circulation, $1 a line, or $200 a page, 
is not a high price; on the contrary, 
it is less than half of the usual rate 
charged for advertising in class papers. 


Cuicaco, Feb, 20, 1891. 

Since the advertisement was begun in 
Printers’ Inx for the Saturday Blade and 
Chicago Ledger, for which I pay $50 weekly, 
have received more than $50 every week for 
little trial orders from advertisers I never be- 
fore knew or corresponded with. 
W. D. Boyce, 


152 Broapway, New York, | 
August 25, 1891. } 
Dear Sirs—Have done considerable ad- 
vertising in a quiet way both in England and 
in this country. But of all the ads. I ever 
pag the insignificant little three-line ad., 
00,000 Photogra) hs suitable for ideas to 
obenitanea,* etc., which I inserted in a recent 
issue of your very cleverly edited paper, 
Printers’ Ink, has brought me the most 
wonderful lot of letters from all parts of the 
country, one order which I have just filled 
amounting to considerably over a hundred 
dollars. F. Heccer. 
We have never made any investment in 
advertising that has been so satisfactory as 
the page in Printers’ Ink, December 24. 
W. Arcee Burpee. 
New York, Oct. 29, 1891. 
We have put three different advertisements 
of a Paper Weight Clock in Printers’ Inx, 
and can trace sales of about 10,000 clocks to 
these advertisements. 
Sern Tuomas Crock Co., 
Sern E. Tuomas, 7reas. 


ROR E> 


wisi 


tlaee, 
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A COINCIDENCE. 
Tue Gannetr & Morse Concern, | 
Publishers of Comfort, 
Avucusta, Me., April 19, 189. ; 
Editor of Printers’ Ink: 

As I open my morning mail I find a check 
for $375, and also that other valuable —the 
ever-welcome Printers’ Ink. 

Opening it to the center first, my eyes fall 
directly on the editorial comment of the 
Rowen & Tabor jingle, and when I read as 
far as where you say “‘ catching the eye is im- 
portant,”’ I remember the part played by the 

above-mentioned check and an advertisement 
I placed in Printers’ Ink F “ated 4, page 

204, headed ** Catching the E 

A few days thereafter we received a letter 
from a large advertiser (but one entirely un- 
known to us) asking for rates and referring 
directly to that advertisement in PxinTers’ 
Inx of February 4. Ina few days a telegraph 
order came from him to insert advertisement, 
electro of which would be sent from Fouth's 
Companion office, and thus to-day’s check is 
accounted for. 

Now, here was a case where we can be posi- 
tively sure that an advertisement worded after 
the same idea you advance not only caught 
the eye, as was intended it should, but fur- 
thermore convinced the mind that we had 
something that would pay any one to use who 
had a use for it. 


New York, Nov. 11, 1802. 
In regard to the little five-line ad. of ours, 
which appeared in Printers’ Inx of October 
7, we wish to say that same day we received 
copy of paper containing the ad. we received 

a reply to it from a party who purchased $ 
worth of goods of us, and we have been re- 
ceiving other ae | oa it every day since 

. Barton Mrc, Co. 


Under date of November 13, 1891, the Em- 
pire Publishing Company of New York write: 
The two lines under * For Sale’ has paid us 
handsomely, and we will stay right there 
hrough the year 1892, with an occasional 
change of copy. 
Go-pTuwaltes’ GEOGRAPHICAL MaGa- 
zine, Tue Go_ptruwairtes, Publishers, | 
130 Futtron Sr. 
New York, November 17th, 1891. 
Geo. P. Rowell & Co.: 

We are so well pleased with the returns 
from our little ad, in Printers’ Ink that we 
wish to place the same ad. for one year, be- 
ginning January I, 1892. 

Jery respectfully, 
Tue Go_DTHWAITES, 


MUST NOT BE TOO SMALL. 


Bay Crry Times-Press 
AND SunpAy TIMES rf 
Average circulation, 5,867 Daily. | 
Bay Ciry, Mich., Nov. 23, 1891. ) 
Editor of Printers’ Ink: 

In your issue of Nov. 18 you say “‘it is an 
axiom in medicine that the smallest dose that 
will do the business is the best,’ and then 
you proceed to politely beg pardon of the 
public—me included—because Printers’ Ink 
was too large and contained too many ad- 
vertisements in "gr. 


You think, further, that “when a man 
cannot read Printers Ink through in five 
minutes it is too large."” And a little further 
on in your remarks you say, in just about as 
harsh and cruel language as you could com- 
mand, that you hope the paper, during ’g2, 
may be kept known to 16 pages. 

Believe me, Mr, Editor, if you have any 
influence with the publishers of Printers’ 
Ink you will confer a favor upon at least one 
reader by inducing them togive us allopathic 
doses next year, The man interested in ad- 
vertising who cannot devote more than five 
minutes per week to a publication filled with 
such original matter—advertisements and al! 
as is Printers’ Ink must indeed be not inter- 
ested in advertising at all. 

However, if you persist and cut down the 
dose in "92, please consider me no longer a 
reader of your columns, I shall retire to the 
days without sunlight and plod along in the 
darkness of night, with nothing more than my 
own limited ideas of advertising to console 


e. 

I have been an advertisement solicitor and 
writer for fifteen years and am frank to say 
that ideas conceived in Printers’ Inx (and 
afterwards twisted and contorted into new and 
original matter) have more than once been the 
means of raising my salary Can you wonder, 
therefore, that I cry: “ Don't do it! don't 
lessen the dose?” Iam but a child in the 
mysteries of advertising, and I am seeking 
enlightenment. Let us have all the Printers’ 
Ink you can afford for the money, It is 
good for what ails many of us 

ours ro rnally 
I V, HARpwicke. 


WHAT “PRINTERS’ INK” DID 


New Market, N. J., Nov 
"INK: 
Novelty Typewriter Co., Oswego, 
’., under date of 16th inst., say: 

** We have over three thousand cash order 
letters in reply to our advertisement in Print- 
ers’ Ink,” 

Considering that this 25 line double column 
advertisement appeared but once, on May 13, 
I think it may be safely quoted as something 
marvelous in the way of results, 

Yours truly, 


New York, Nov. 19, 1891. 
Novelty Typewriter Co., Oswego, N. Y. 


GenTLeMEN—If the enclosed statement is 
true, will you kindly return it to us with your 
assurance to that efte. t, and oblige 

‘our obedient servants 
Geo, P, Roweit & Ce 


Tue Noverty Typewriter Co., | 
Osweco, N. Y., Nov. 23, 1891. | 


Geo. P. Rowell & Co., P ublishers of Prixt- 


Exs’ Inx, Vew Yor 


GentTLemMen— Your quand favor of the 
roth to hand. We have referred to the copy 
of our letter to Mr. Day, and find the same to 
be as he quotes it, but it should have read (as 
our dictation was): “ We have over three 
thousand cash orders and letters in reply,’ 
etc,, which is still a very remarkable showing, 
we must think, 

Yours truly, 
Tue Noverty Typewriter Co. 


ee ee eee ee Se ae 


Seas 
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Every - lg 4 

business man PGERS e 
is the farmer of —< > SUCCESS 
his own fortune, and > ¢ ye ® 
the harvest he reaps is en- 65%“ 
tirely due to his own perse- 4 A 
verance and industry. If ©. 4 Vp, 
properly sown, there is not € : 
one seed that promises him bet- 
ter returns than liberal advertis- 9 
ing; but it requires careful culti- @ 
vation, for the field is a large one, 
and there are many dry and bar- 
ren spots that must be avoided. 

We are practical farmers in 
the advertising field, and after 26 
years’ careful study and experi- ©, 
ence we are better able to avoid, ‘y 
the barren spots and add to the 
chance of reaping a rich har- 
vest by preparing bright, » ¢ 
original advertisements  ‘ 
suitable for your business _ 
and placing them in mediums 
which in our judgment will 
show the best possible results. % 

GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
to Spruce Street, New York. 


7] 


9 
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Advertisers : We Solicit Your Patronage. 


If it is your desire to place us in position to serve you to best 

advantage, you should 

1—Tell us where you wish to advertise; that is, specify the 
field, or what it is that you wish to accomplish. 

2—Tell us how much money you are willing to devote to the ad- 
vertising ; that is, to the first order—the one you now 
have in mind. 

3—Send us such information as will enable us to prepare a suit- 
able advertisement. 

4—Authorize us to procure the best advertising we can for you 
within the prescribed limits. If you have no previous 
acquaintance or open account with us and are not 
accorded a good credit in the mercantile agency books it 
will be well to give references or send a check. 


You will receive a detailed statement of what has been done 
as soon as the advertising has been placed. 


To advertisers who write, in a general way, asking for 
information on the subject of 
advertising, it is our practice 
to send, in reply, a circular 
advising the remittance of one 
dollar for our “ Book for Ad- 
vertisers.” Any advertiser 
who devotes sufficient time to 
an examination of this book 
will find in it the information 
he requires for perfecting his 
plans. We have no lists that 
are sent free. 

It will pay the applicant to 
procure the “ Book for Adver- 
tisers” for the purpose of 

getting his ideas into shape, so that he can discuss the proposed 
advertising intelligently. 

If, after obtaining and examining the ‘‘ Book for Advertisers,’’ the adver- 
tiser desires us to prepare an advertisement for him, furnish wood-cuts, 
illustrations, and supply him with an electrotype of the completed advertise- 
ment, we are prepared to render this service. 

We not only prepare advertisements, properly worded, with proper display, 
but we also prepare plans and estimates for the guidance of an advertiser who 
desires this service of us, and for this work, as well as for the preparation of 
an advertisement, it is our custom to make a suitable charge, based upon a 
price per hour for the time devoted to it by the various persons whose talent is 
brought into requisition. 

For regular patrons of our office who habitually employ us to place their 
advertising we do not always exact payment for the preparation of plans and 
estimates, but from occasional applicants it is found to be necessary. 


ee aa ear tae en Se 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisuers. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price : 
‘Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, pearl measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
Page $200, Last Page $150. Special Notices, 
Wants or For Sale, two lines or more, 50 cents 
a line. Advertisers are recommended to furnish 
new copy for every issue. Advertisements must 
tbe handed in one week before the day of pub- 
lication. 


JOHN IRVING KOMER, EDITOR. 








NEW YORK, DECEMBER 2, 1891. 





For the week ending November 25, 4,284 new 
names were added to the mailing list of Print- 
ers’ Ink. 


WHEN an advertiser deals with an 
agent one of the questions that often 
presents itself for settlement is the 
matter of electrotypes. The agent 
names a certain price as the cost of 
the electrotypes, to which a not unusual 
reply on the part of the advertiser is 
that he can have them made cheaper 
himself. The advertising agent gen- 
erally feels that he would rather have 
the advertiser make them, and so as- 
sume all responsibility in case the 
electrotypes should turn out unsatis- 
factory in any respect. Sometimes, 
however, the advertiser finds that other 
items more than offset a supposed 
saving in the cost. 

A case illustrating these points lately 
came to notice. An advertiser wished 
to send out a four-inch double column 
advertisement to a rather large list of 
papers. He undertook to have the 
electrotypes made himself, and had the 
job done at a foundry which would do 
it for something less than the price 
named by the agent. But when the 
electrotypes were sent to him he found 
that there would be an extra charge for 
suitable boxes for mailing. This item 
amounted to fifteen dollars. The agent 
had considered the boxes when quot- 
ing the cost, knowing them to be re- 
quisite. 

The advertiser also found that his 
electrotypes were so much heavier than 
those the agent would have recom- 
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mended that postage on each amounted 
to 28 cents more than had been calcu- 
lated. Furthermore, the electrotypes 
were not nearly so deep, and, instead 
of being cast in one piece, the top was 
nailed tothe base, so that it would work 
loose on the press about as readily as 
wooden block cuts. 

The moral of this is not necessarily 
to leave such details in the hands of 
the agent. From a personal stand- 
point the latter would always prefer 
that the advertiser should order his 
own electrotypes, but his constant 
experience places special informa- 
tion in his hands which the advertiser 
does well to avail him-cif of some- 
times. 


Ir may be laid down as an axiom in 
advertising that the simpler the typo- 
graphical display of an advertisement 
the stronger and more effective it will 
be. The old idea of displaying every 
line until the advertisement has no 
character whatever has been discarded 
by the more progressive of modern 
advertisers. The public speaker who 
shouts and rants through his entire 
address only succeeds in confusing and 
wearying his hearers, while the man 
who really makes an impression re- 
serves his emphasis for his most telling 
points. Good advertisements are often 
injured by over-display—the jumbling 
of different faces of type together. 
The following reproduction, in which 
but a single face of type has been 
used, illustrates this point: 





Even with 


Striking 
Advertisements 














In music, art and literature, as well 
as advertising, the simplest productions 
appeal most strongly to the great mass 
of people, and eventually win the great- 
est success. 
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A SPECIAL agent in New York, work- 
ing in the interest of a first-class paper, 
issued in a city whose trade naturally 
comes to New York, has it in his 
power to secure patronage vastly be- 
yond that which would flow toward the 
same paper if not represented by a 
special agent competent to make the 
value of the paper apparent to possible 
customers, 

The general advertising agent who 
undertakes to represent all the news- 
papers published everywhere, does not 
fill the bill, It will not pay him to 
work up an advertising patron for one 
paper, for the chances are that he will 
eventually be underbid on the price, 
and his efforts result in a mere shaking 
of the bush to enable some one else to 
catch the bird. The special agent is 
protected against such contingencies as 
this. 

PRINTERS’ INK has knowledge of 
three orders for advertising which 
reached a special agent’s table in a 
single mail one day this month, each 
amounting to more than a thousand 
dollars, and the three figuring a total 
of exactly $5,113, each order calling 
for a special position, entailing an ad- 
ditional charge of 50 per cent over 
and above run of paper rates. It is 
not probable that any single general 
agency ever sent that particular paper 
a larger amount of business in a whole 
year. Not the least interesting thing 
about it all is the fact that each adver- 
tiser not only paid a good round price, 
but was well satisfied with his bargain. 
We always value what we pay well for, 
It is the thing that we buy cheap that 
grows distasteful to our eyes. 


— 


A RATE CARD. 


Every now and then some publisher 
asks PRINTERS’ INK to prepare a good 
rate card. <A pretty good example of 
what can be done in this way is issued 
by the Barnesville (Ohio) Repudlican, 
It is so simple and so much to the 
point that we reproduce it here for the 
benefit of those who are seeking infor- 
mation in this direction. Here it is: 

BARNESVILLE is the commmercial metropolis 
and geographical center of a population of 
more than 40,000; it is a village of the first 
class and a municipality of the first rank. Its 
population is 3,700. It is strongly Republican, 
as is the county, township and section. The 
Republican is the only Republican paper 
within eighteen miles. It has 1,400 subscribers 
within a dozen miles. \t costs only $1.50a 
year, and earns it. Advertisements to run a 
year cost ten cents per inch per week. 


NO! IT WON'T PAY! 


Tue SoutHern Star, 
F. G. Wess, Editor and Prop. 
A good paper well circulated emong | 
a prosperous people. 
Official Organ of Jasper County. 
Montice..o, Ga., Nov. 23, .891. 
Messrs. Geo. P. Rowell & Co.: 

Dear Sirs—Do you think that an adver- 
tisement of my paper, with a small and loc al 
a. would pay me in Printers’ Ixx? 

The largest part of my foreign advertisements 
come through advertising agencies, and that 
not coming through the agencies is given by 
the paper being put in the d some. 

ery truly, F. G. Wess. 

According to the PR News- 
paper Directory, Monticello has 600 
population, and the Southern Star 
a circulation exceeding 500 copies. 
An improved harvesting machine is 

first-rate thing on a Dakota wheat 
farm, but it cannot be used economic- 
ally on a flower bed. It is too ex- 


pensive. 
—_~$} - ————__—_—_ 


WHO IS CHEAPEST? 


The Universal Knowledge and In- 
formation Bureau, World Building, 
New York city, issues a circular, 
which would appear to be of interest 
to advertisers, and possilly to news- 
paper men. Among other things the 
circular says : 


If you want to insert an advertisement ina 
list of papers, and if you get estimates of the 
cost from two or more advertising agents, you 
will find that one agent charges less for cer- 
tain papers than another agent does and that 
he charges more for certain other papers. 

_Every agent represents so:..e papers that 
give him special rates that are lower than 
these papers give to the other general agents. 

We know who these agents are, and we 
know what papers give them special rates, 

As we know the lowest net rates of the dif- 
ferent agents and general agencies for each 
paper, we can furnish you, opposite the name 
of each paper on your list, the name and ad- 
dress of the agent or agency that will insert 
the advertisement for the least money in that 
particular : 

This will axve you the trouble and expense 
of getting estimates from a number of the lead- 
ing agencies and then figuring out which 
quotes the lowest rate on this, and which on 
that, paper. 

Send us the list of the papers in which you 
think of advertising and we shall promptly 
send you the information described above. 

From Editorial in N. Y. Yournalist. 

A queer enterprise, but a very valuable one 
to the general public, is the U niversal Knowl- 
edge and Information Bureau, located in the 
New York World Building, N. Y 

The object of the bureau is to furnish infor- 
mation and answer questions regarding any- 
thing and everything on earth In its 
purpose, scope and plan it is modeled after 
a bureau of the same name that was organized 
in London several yearsago by Lord Truro, 
and which has been very successful, and now 
employs over a hundred experts in every 
branch of knowledge. 


ELLE ILLS: LOE IA NE NaS NEL i ies live 





670 


THE most interesting feature of the 
already celebrated libel suit of W. D. 
Boyce, of Chicago, against the Ameri- 
can Newspaper Directory is the fact 
that the publishers of the Directory 
have not been served with any papers 
in the so-called suit for $50,000 dam- 
age, and, but for the advertising Mr. 
Boyce is causing to be done, would 
have no knowledge of the unpleasant 
position in which they are supposed to 
be placed. 

The Directory has been published 
for twenty-three years. It has never 
had to defend a suit for damages, for 
the very good reason that its ratings 
have always been just and impartial. 


<2 
A QUOTATION. 


** Gentlemen, if I can stand this you ought 
to be able to. 
“Yours resp ec xm 5 
. D. Boyce.”’ 
Geo. P. Rowell & Co., 10 aeon St., New 
Yerk, N. ¥. 

Ge roy dental" EP please find copy for 
my page advertisement in next week's Print- 
rks’ Ink. I wish you would set it in the same 

type that I have selected by 
cutting a piece from Print- 
ERS Ink and pasting it on the 
enclosed copy. If you can get 
in all the matter I have fur- 
nished, and lead it, all right; 
if not, leave the leads out, 
The type I have selected, I 
believe, is nonpareil,and that 
you have leaded it. 

This advertisement is little 
extraordinary, but I guess 
you can stand it. 

I remember once of sending 

a correspondent down to Washington, Pa., to 
report a hanging. When the murderer was 
on the scaffold, the rope had been adjusted 
to his neck, and they were about to pull the 
black cap over his head, the man about to be 
hanged cast a sympathizing glance at those 
who were weeping, and said: “Gentlemen, 
if 1 can stand this you ought to be able to.”’ 
Yours oe Ay 
(Enciosure) . D. Boyce. 

Enclosed please find check fi for third quar- 
ter’s advertisement in Printers’ Ink, less 
amount due Blade and Ledger for advertising. 

> —~- 
MORE FREE ADVERTISING. 
$10,000 JUDGMENT BY DEFAULT. 

The Abendpost Company yesterday obtain- 
ed judgment by default against Rowell & Co., 
the advertising agents, for $10,000. The 
plaintiff sued recently, alleging that its bus- 
iness had been injured ya mistaken rating 
published in the defendants’ newspaper 
directory. —Chicago Tribune, Nov. 19. 

The facts of this case are reported 
to be as follows: The Adendpost pre- 
pares a complaint against the publish- 
ers of the Directory, and levies ona 
man of whom the Directory publishers 
have no knowledge of ever having 
heard, but who is said to have asserted 


Journal, 
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that he is indebted to them in the 
sum of six dollars. Being advised by 
counsel that this mythical six dollars is 
all that is placed at hazard, the pub- 
lishers of the Directory naturally 
decided not to delend. 


-_—-- - 


BROAD-GAUGE GUESSES AT PROFITS 
OF NEW YORK DAILIES. 
From the Newsman. 

Among newspaper folk the greatest varia- 
tion prevails regarding the financial condition 
of the daily journals in this city. All have 
their pet theories, exaggerating here, while 
depreciating there, and in many cases preju- 
dice governing estimate entirely. 

An old standby, a regular newspaper ther- 
mometer, having borne the blasts of nearly 
half a century of journalistic hurricanes, gives 
as close and reasonable a summing up of profits 
as any yet advanced. In nearly every case 
the figures come direct from officials connected 

with the journals: 
Herald, July 1, 189¢ 
World, 
Sun, 
Times, 
Tribune, 


, to July 1, 1291, $850,000 
ai ed },000 


400,000 
275,000 
439,000 
150,000 
110,000 


Press, . - ai 
The two new papers, Recorder and A dver- 
tiser, will be probably on a paying basis be- 
fore December 1st; the Recorder now being 
on a basis of meeting expenses with income 
received. The new year will probably turn 
the scales with a profit to its pruprictors. 
“o 
EXAMPLES OF ART ADVERTISING. 
From the Commercial Advertiser. 

One of the most prominent traits of the great 
American advertiser is the readiness with 
which he will utilize anything and everything 
in carrying out his fell designs. His incursions 
into the realm of art bring woe to the souls of 
its worshippers and are marked by a ribald and 
audacious irreverence. A soap manufacturer in 
England set the ball rolling when he began to 
buy up famous pictures and reproduce them in 
color by the thousands, with the name of his 
soap blazoned across one corner of the reprint. 
The American does not do it so artistically. 
Just at present there are a dozen trucks 
rumbling around the streets of New York bear- 
ing copies of Jules Breton's three best-known 
pictures on their sign-boards, and at the bottom 
of each is a legend concerning a patent flour. 
A medal picture of Detaille is spreading the 
virtues of a certain porous plaster, a sample of 
Meissonier's work bears the imprint of a new 
variety of ham, anda Rosa Bonheur carries the 
announcement of the latest thing in horse lin- 
iments, 

necintsliitianmmentin 
JOURNALISM IN TEXAS. 

From the Marshall ( Tex.) Messenger. 

The Angelina County News has suspended. 
The editor was called upon to do extra duty at 
home by walking a new baby at night, and he 
could not do both, so dropped the paper. 

The Mansfield MaiZ says: ‘‘ Any shortcom- 
ings in the last issue of the Mansfield Ma// 
will be overlooked when the reader learns that 
the editor this week has been on extra duty. 
He has been cook, housekeeper, milk ‘ ‘ made,’ 
brick mason, mason tender and editor.” 

Thus it would seem there are some advan- 
tages in being a bachelor. 
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AS HEARD FROM BELOW—AND AS SEEN FROM ABOVE, 


Editor-in-Chief (from the foot of the stairs)—I say, 


to shorthand some letters for me? 


Johnson, can you spare Miss Smith 


City Editor—Don't see how I can and go on with what I am doing—I have both hands 


full as it is, with her assistance. 
Chief—How is the work coming on ? 
City Editor—In great style. We've made 


one form, so that if something comes in I can let it g« 


anything more !—Z/7/e. 


A Joke Exchange Note.—There is 
always a bull market for laughing stocks.— 
Puck. 

Editor—Well, sir, did you inter- 
view that woman as I directed? 

— I saw her, but she refused to 
talk 

Editor (startled)—Was she dead ?—Detroit 
Free Press. 

A Bad Actor.—Editor: How was 
that new actor? 

Critic—Bad. Bad as can be. 

Editor—W hat's the matter with him ? 


Critic—I think he must have — d elocu- | 


tion.— Street & Smith's Good Neu 


Old Fogy (reading amr says | 
they weighed anchor; but, confound them ! 
they don’t say how much it weighed. What 
I want is facts, but these newspapers never 
tell what a man wants to know.—Soston 

ranscript. 

“Yes,” said the city editor gently 
as he called the youngest reporter up to his 
desk, “ you have a very neat, snappy, style. 


3ut if 1 were in your place I wouldn't re port a | 


fashionable wedding just as you did last night.” 

“ Why, how—what?”’ gasped the Y. 

“You ‘said it went off without a hitch.” 
Boston Post. 

Slow Publication.—‘t The reason I 
don’t write for the magazines,” said a story 
teller, “is because I can’t stand to wait so 
long for publication. I sent asketch to the | 
Universe Magazine once and they didn’t | 
print it until five years afterward.” 

‘It was longer than that before they 
printed a poem I sent them,” a poet replied. 

That so? How long was it before they did 
print it?” 

“ They didn’t print it at all—sent it back.’ 
Arkansaw Traveler. 


up, and are just going to press. I'm holding 
but it will be a tight squeeze if there is 


Liner—That man Spacer seems to 
delight to make changes in everything I write. 
Editor—You'll get used to that; the editor 
is yet to be born who wouldn’t have blue-pen- 
ciled the Lord’s Prayer.—Brooklyn Life. 





AD DRESSES to let direct from letters. Goop! 
GOODWIN, 1215 Broadway, N. Y. 


BEATTY Scrvs'tati, wantin e's 
LETTERS "525i ar Beit * 
NEWSPAPERS fsxtoSinascwr SY 


00 Ir WILL PAY for 4 lines, onee, in 














THE HOME CIRCLE, St. Louis. 
75,000 copies. Why not try it? 


WOOD AS LMALAG PETRI &PELS) 


YOU WISH to advertise anything any 
where at any time write to GEO. P. ROW- 
ELL & CO., No. 10 Spruce St., New York. 











A few more circulars of the 
es SHORTHAND TYPEWRITER 
} ailed to any address. 

E. T. PIERC E, E. T. PIERCE, Gen. Agent, Fayette, Ohio. 


San Fran Francisco Bulletin 
aargest evening circulation in California. 
High character, pure tone, family newspaper. 


Portraits—Made to order from 
Photos. Cheapest —a er cuts 
made. Send for PEN NTRAL 
Gua PRESS ASSOCIAT'N, ‘See oO. 


12 PENS for 6 Cents 
~ SPENCERIAN “kee You” 








Es A NARA RAN SE Ta CARTED hs alone -5 alameda ee: 
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Do You Want Agents ? 


I have sent so far to 35, owe for the 
names of cae tos aA d for 
ticulars, AD, . oo: N. Jd. 





VHE PRICE of the American Newspaper 
Directory is Five-Dollars, and the pur 
chase of the book carries with it a paid sub 
scription to Printers’ Ink for one year. Ad 
dress: P. ROWELL & CO., Publishers, 
No, 10 Spruce St., New York. 


A GREAT OFFER 
50 Daily Papers may be used at 63.00 per 
tT OR sik ses Fan forks. Y. 








I write A 
bet» wees A ~~ in ving). 
5 tages her, 
And _ Address 
Adams the Ad. Man, 212 Market St., Chicago. 


GOLDTHWAITE’S 
CGEOCRAPHICAL MACAZINE, 


CIRCULATION UNIVERSAL. 








HIS PAPER does not insert any adver- 

tisement as reading matter. Everythin 
that does appear as reading matter is lnostall 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read- 
ing matter. The cost is 50 cents a line each 
issue for two lines or more. 


THE KEYSTONE LIST 


150 wemay pers, located princ papalty § in Pa. and 
N. ten lines, one time, entire 7.50, Send 
for list. B L. ORANS, 10 Spruce St., N, ¥. 








ro oM™.« RUBBER STAMPS 


Latest Improved Process. 


San Francisco Call. 
Established 1853. 
Daily 56,759, Sunday 61,861. The Leading 
Newspaper of the Pacific Coast, in Circula 
tion, Standing, Character and Influe nee. 





Ww HENEVER an ativertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora Age s ggte to 
yg A Ink. Address: GEO. WELL 
& CO., Newspaper Advertising A Bg No. 10 
Spruce St., New York. 





Writes Charles Dudle 

Warner, of CORONADO, 
BEACH, CALIF. Write 

to the Hotel del Corona- 

do for one of the beau. 

ul books w this luxurious hotel has 

just issued. 

YLASS PAPERS. Trade Papers. Complete 
lists of all devoted to any of the various 
trades, poctesstam, souete, ete., may be 
found in Geo. »well & Co’s “ Book for 
Advertisers,” which is sent by mail to ~~ 
address on receipt of. one dollar. Apply to 
GEO. P. ROWE co., Publishers, 10 


Spruce St., New , 
odds rerun Aes. Boston, 
Send for Estimate, 


RELIABLE DEALING. CAREFUL SERVICE, 

















Circulars | 


free, BARTON MFG, C0., 318 Broadway, N.Y . 
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PROFITABLE ae et aay 
SPEC tAL TY. 


. 
Wanted a party with rience in 
apy proprictary 8] pecialtie, to : id in form- 

a company to push a valuable preparation 
now selling well in ——s where introduced 
and exceedin, ly wo hdr ‘an be developed 
into a big b Address = L. KELLER, 

8. Charles St., Baltimore, Md. 


CATALOGUE OF 4,000 PAPERS in which 

we own $100,000 worth of advertising 
space that we wish to sell, will be sent to 
any address on receipt of 15 two-cent stamps. 
We will receive orders for advertisements 
to be inserted in these papers and accept 
from parties having fair business ratings 
notes coming due after the advertising has 
been placed and its results realized. Address 
ROWELL’S NEWSPAPER ADVERTISING 
BUREAU, 10 Spruce St., New York. 


GROUPING. 


We reach members 
of School Boards who 
are as a rule mer- 
chants, physicians, 
ares, clergymen, 

ers—the cream 
of civilization. 


The American 
Schoo! Board Journal. 


New York-CHIcaco. 








VERY ONE ID IN NEED of information on 

the subject of advertising will do well 
to obtain a copy of “ Book for Advertisers,” 
368 pages, price one dollar. Mailed, postage 
paid, on receipt of price. Contains a careful 
compilation from the American Newspaper 
Directory of all the best papers and class 
journals; gives the circulation rating of 
every one, and a good deal of information 
about rates and other matters pertaining to 
the business of advertising. Address ROW 
ELL’S _auaanatl BUREAU, 
St A 


10 Spruce 





CHICAGO | BULLETIN. BOARDS 


ON THE PRINCIPAL 
Boulevards, Streets, and Railroads, at the Park 
Entrances and World's Fair Grounds. 


A Million Readers a Day! 


THE R. J. GU . GUNNING co., 
297 Dearborn St., Chicago. 


HOW’S THIS? 


Reliable agate measure, letter opener, leaf 
cutter. Made of Aluminum, the wonderful 
new metal. Light as wood. Strong as steel. 
Cleaner than silver. Will not tarnish or cor 
rode. Six_inches long. Just right for vest 

pocket. Elegant for desk or library. You 
vant one? cents, pense. Stamps will do. 
R. &. THAIN, 161 La Salle St., Chicago. 


PATENT MEDICINE. 


Wanted—A connection in New York City 
with some person able to invest from $50,000 
to $100,000 for the purpose of conducting and 
extending a business in patent medicines, in 
connection with a trade already estansianed 
on the Pacific Coast, with headquarters a 
Portland, Oregon. Address 

SNELL, HEITSHU & WOODARD, 
Care of Printers’ Ink, 10 Spruce St., N. Y. 














PRINTERS’ INK, 


CANADA. 


ou intend advertising in Canada it will 
=! interest to know that we handle more 
business with Canadian moras than any 
other Agency in existence. We control the 
Canadian vertising of many of the largest 
and shrewdest advertisers in the world, 
Pears’ Soap, for instance. Our efforts are 
devoted to Canada alone. We have no pre- 
ferred list, but handle them all. Write us 
before placing your orders. A. McK IM 
& CO., Mentreal, Canada. 


ONG HEBER WELLS, 
GAS Successor to 
KR S Vanderburgh, Wells & Co. 


PBiand Woot Bee. 





Cabinets. 
Galleys. 
Presses. 





CENERAL MATERIALS. 

Ne. 6 Spruce St., New York. 

AMERICAN Bomepepee printed in for- 
AY 


eign languages. mplete lists of -. 
man, Seandinavian, French, 





we wy 


pucT NEWSPAPER 
ADVERTISING 12217 


WE GIVE TO ALL CUSTOMERS 


Conapicuous 
Positions, 
Unbiased 


Opinions, 
An 

Con - age 
Serv 


SUCCESSFULLY 


Leow Prices, 


ADVERTISEMENTS DESIGNED, PROOFS SHOWN AND 
ESTIMATES OF CosT IN ANY NEWSPAPER 
FURNISHED FREE or Cuanrcs. 


J.L. STACK & CO. 
Newspaper Advertising, st. Paut, inn, 


EVERY PERSON who will procure five 

cash subscriptions to PRINTERS’ INK, 
we will send the paper for one year gratis 
andac loth- bound copy of our “ Book for Ad- 
vertisers ;"’ for ten cash subscriptions, a copy 
of the American Newspaper Directory will 
be given as an additional premium. Address 
GEO. P. ROWELL & CO., Publishers, 10 Spruce 
St., New York. 








Portuguese newspapers in the United States, 
or all those printed in any language other 
than English, may be found in Geo. P. 
Rowell & Co’s “ Book for Advertisers,” which 
is sent by mail to any address for one dollar. 
Apply to GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 














The National Agricultural and Home 
Monthly of Greatest Guaranteed Circulation 
West of the Alleghenies. 

LOWEST UNIFORM RATES 

Space sold at the Home or New York Office, 

or at any Good Agency 





4 


““WORD AND WORKS” 
* Knocks the Spots ” off the Sun in bring? 
turns to Advertisers. Edited by Rev. Ir 
“Storm Prophet.” Guaranteed monthly, 
80,000 copies. January es Cay 
ESS, 000 copies. Forms close December 8. 
r inch 
WORD AND WORKS PUB. CO., St. Louis, Mo., or 


ATTENBERG, 150 Nassau St., New York. 


Che Christian Advocate. 


LiRCULATICN OF over Rant 900 copies WEEKLY. nm 


my of. the Shane in overy ye ry “the country very © R .. e. Its A sing 
columns are under most careful supervision, — mitnatbie that is in any way offensive 
to the most refined taste or of the character of whic 4 is any reasonable doubt. 

HUNT & EATON, Publishers, 150 Fifth Ave., New York, 

















Geo. P. Rowell & Co. design and prepare original 
advertisements, secure their insertion in the most suit- 
able publications, and attend to all details thoroughly 
and economically. While they do not enter into compe- 
tition to sell a certain amount of space in a given num- 
ber of publications at any price, they yet guarantee to 
their clients the lowest rates of publishers. 
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PRESSWORK. ':: 


Large Runs Solicited. 
Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 


PRINTERS, 
45-51 Rose Street, New York. 


COMPOSITION _ELECTROTY PING BINDING. 


ICFOR] 


CJ oon 





OVERMAN WHEEL CO., 


MAKERS 
CHICOPEE FA LLS, 
BOSTON. WASHINGTON. DENVER. SAN FRANCISCO | 


| 
| 
A. G. SPALDING & BROS.. Special Agents, | 

Chicago, New York and Philadelphia. | 


Agricultural 


MASS. 





Editor Wanted. 


HE SHOULD BE: 

- A hustler. 

2. Possessed of ne wspaper sconce the jour 
nalintio sense—with a “ nose for news. 

3. A practical farmer or have had abund 
ant practical experience in various branches 
of farming. 

4, Preferably a graduate from an agricul- 
tural college, or at least well posted in the 
sciences. 

5. Endowed with good business judgment 
and a liberal mind. 

6. Able to write a 
and sift the wheat 

7. A young man. 

& Self confident. 

9. But glad. to learn and ready to do any- 
thing in reason to “ get there.” 

Previous experience in journalism, market 
or crop reporting, or in statistical work 

would be an advantage. The person who 
posseases any or all of these (or other quali- 
ties he thinks needed to make a success in 
editing an agricultural paper), is expected to 
tell w he thinks so, and what three lines 
he would urge as most profitable for such a 
paper to work. To the = man a mighty 
bry de place with a fine chance to advance. 
ddress at once 


AGRICULTURAL EDITOR, 
Care N. W. Ayer & Son, 
Newspaper Advertising Agents, 
Philadelphia. 


od deal in a few words 
rom the chaff. 
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“If you put it 
in Comfort 


it pays.” 


Rates advance January Ist. 


The Seth Thomas Clock Co., 
of Thomaston, Connecticut, and at 
No. 49 Maiden Lane, N. Y., sold 
ten thousand Clocks of this pat- 
tern 


from three insertions of an adver- 
tisement in “‘ Printers’ Ink.” 


WHO 


can tell a better story than this? 


THIS IS A TRUE STORY. 


Rates of advertising in Printers’ 
5° cents a line ur $100 a page each issue, 


INK; 
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Your Order 


For two or three 
insertions of a trial 
advertisement in 


Fart and Home 


the leading semi- 
monthly publication 
of the country, will 
prove one of the 
best investments you 
ever made, if seek- 
ing country trade. 
Each during 
the next five months 
is guaranteed to be 


280,000 Copies ! 


The rates are less than 3-5 of a 
cent per line per thousand circula- 
tion. Try it and you will be con- 
vinced that it is a “payer.” 

THE PHELPS PUBLISHING CO., 


504 The Rookery, 27 Worthingtor St, 
Chicago, ill. Springfield, Mass. 


issue 





A New 
Departure! 


Commencing with the splendid 


THANKSGIVING NUMBER, 


—THE— 


NEW YORK LEDGER 


Will be sold at all news-stands at 


5 Cents a Copy. 
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THE VVTVVVS8OP 
| SPECIAL 

NEw 


YEAR’S 


of PRINTERS’ 


issued Jan. 6, 1892. 


INK will be 
Copy for 
should be 


advertisements in 


hand one week in advance of 
publication. 

We promise a circulation 
of not less than 50,000 copies. 


It may be a good deal larger. 


ROWELL & CO., $ 
Publishers, 


10 Spruce St., New York. 


Address all orders to 


GEO. P. 


ie 








LEADING 
f FASHION 


MONTHLY. 











CIRCULATION 1{20,000. 
Advertising rates - - 50 cents a line. 
“MODES AND FABRICS” is read by the bet- 
ter classes, and brings most gratifying returns 
to those who advertise in its columns. 


Forms close 15th of each month. Address 


[Modes and Fabrics. Pub. ©., 





sso Peart St., New York, 
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The Toledo Blade 


TOLEDO, OHIO. 


LATEST WEEK’S AVERAGE 
CIRCULATION: 
Daily - - - 
Weekly 


13,050 
118,000 


For Advertising Rates in either edi- 
tion, address 


THE BLADE, 
Toledo, Ohio. 


CATCHY 
STRIKING 
STRONG EFFECTS 


IN 
BLACK 

AND 
WHITE 


are much sought after by the leading 
advertisers. They believe that frequent 
changes and attractive advertisements 
are necessary in order to get the best 
results from newspaper advertising. 

We prepare attractive advertisements, 
with or without illustrations, deliver 
our customer the completed advertise- 
ment in the form of an electrotype and 
charge him in accordance with the time 
and talent devoted to his order. 


GEO. P. ROWELL & Co., 
NEW YORK. 





PRINTERS! 


Have you ever stopped to 
think of the amount of money 
that can be saved by taking 
advantage of all cash dis- 
counts ? 

Prompt cash payments on 
the part of the buyer beget 
confidence on the part of the 
seller, and will build up his 
credit and good name faster 
than any other thing he can 
do. The firm of W. D. 
Wilson Printing Ink Co., 
L’t'd, was the first one to 
introduce this Cash Discount 
System into the Printing Ink 
business. They have adopted 
a one-price system, allowing 
no discounts except for cash. 
If the goods are not found as 
represented, they may be re- 
turned. It will pay you to give 
them a trial. Send for Speci- 
men Book and Price List. 


W. D. Wilson Printing Ink Co. 


(LIMITED), 


140 William St., N. Y. 


Parlez Yous Francais? 


Perhaps not. But one-third the population of 
Canada does, and a ve! reen are 
wealthy, luxurious people, who buy freely and 
with great discrimination. It is an absurd error 
to lect French Canada, if you advertise in 
c aatall. Montreal is the French metropo- 
lia, there being thousands of wealthy French 
families there who buy and read French papers 
exclusively. 


“LA PRESSE” 


is, beyond comparison, the greatest French daily 
in Canada. A marvelous business, news and lii- 
erary success, it has long since distanced all 
other French dailies, and prints its circulation 
in plain res in each day’s issue. The ures 
are now 22,008. Its weekly reaches all provincial 
Quebec, and has reached the 10,000 mark. 


“LE MONDE ILLUSTRE,” 


the only French illustrated and literary weekly 
of standing published in Canada. Profusely il- 
lustrated. »ves 10,000 circulation, and is inval- 
uable to advertisers who wish to reach the homes 
of French people. 


LES MODES FRANCAISES 
ILLUSTRES. 


Indispensable to all French Canadian ladies 
who look upon it as their guide in all matters ot 
fashion and dress. Circulation, weekly, 13,000, 





Exclusively represented by 
ROY V. SOMERVILLE, 
Special Agent for U. 8. Advertising in 
“Preferred Canadian Papers,” 
Times Building, New York. 
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THE LEADING 


PUBLICATIONS 


Western C ‘Caneda. 


THE LONDON ADVERTISER- 
Two editions daily, ranking among the 
leading dailies of Canada. Founded ~ A 
John Cameron in 1863. By mail $4 pe 
annum. Eight to 12 pages. 


Q—-THE WESTERN ADV BRTISER 
—Canada’s great “Double Weekly, 
ublished on Tuesdays and Fridays. 
Jastly improved. Only #1 per annum, 
including remainder of 1391. Eight 
pages singly, making sixteen pages 
each week. 


@—-WIVES AND DAUGHTERS—A 
charming monthly mublication for 
women, conducted by Mrs. John Came 
ron, assisted by Miss Ethelw yn Wether 
ald. Subscription rate 50 cents per 
annum, including remainder of 1591. 

‘o “Advertiser” subscribers only 25 
cents. Sixteen pages. 


(1) 


t®™ These various issues are among the 
largest circulations and most effective ad 
vertising media of the entire Dominion. Ad 
vertising rates, sample copies, etc., promptly 
forwarded on request. 

Address all communications— 


ADVERTISER PRINTING CO., 


London, Canada. 
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Boston, Mass., Oct. 23rd, ‘gr. 
Publisher Agents Guide : 


We mail you herewith the order for 
fifteen hundred lines in your paper, to 
be used within a year. You asked us 
how the ‘‘ Guide” suited last season. 
In reply will say that, considering the 
advertising rate and circulation, it 
one of the*best mediums we have ever 
used, From the advertising in your 
September issue we have to date traced 
1856 CASH ORDERS, and they are 
still coming in. We are doing a large 
coin business with your subscribers on 
account of this advertising. 

We do not think that anybody will 
question your circulation after trying 
an advertisement in the ‘* Agents 
Guide.” It is one of the few mediums 


is 


that pay well. 
Yours with respect and esteem, 
). E. SKINNER, 
325 Washington Street. 


For rates address 
The Publisher, 
122 Nassau St., New York City. 








SUGGESTIVE FACTS FOR 


ADVERTISERS. 





THERE ARE PROBABLY NOT MORE 
THAN HALF-A-DOZEN PERIODI- 
CALS PUBLISHED IN THE UNITED 
STATES HAVING AS GREAT A BONA- 
FIDE CIRCULATION AS - 


Home Journal 


The People’s 


ITS ACTUAL PAID SUBSCRIPTION LIST 


Gs EXCEEDS 200,000 sie 


And this remarkable distribution covers the entire country, extending to every nook and 
corner of the United States and Canada. 


Local country Weeklies average perhaps 
that may be secured by using THE 


must use 500 of the local newspapers. 


400. To obtain, therefore, the same publicity 


EOPLE® S HOME JOURNAL alone, the advertiser 


Five hundred 25-line electrotypes for the local newspapers would 


cost $50; postage thereon, 
in sending out the orders, at 


$20 ; 


postage, stationery and labor 


least $30 more; total, $100.00. 


A 25-Line Advertisement ep One Time in The People’s Home Journal costs $26.00. 


So that, if the 500 local newspapers in: 


serted your advertisement for nothing, 


THE PEOPLE'S HOME JOURNAL would still save you 75 per cent. 
The advertising rates of the local newspaper, to be consistent with ours, should be one- 


fifth of acent per line ; 


largely circulated monthlies. 


The RATES OF ADVERTIS- 


ING in THE PEOPLE'S ‘onto 


HOME JOURNAL 


; they would certainly be much greater. 
will apply to all publications of small or moderate circulation. 
nvariably give a maximum of value at a minimum cost. 


Are ONE DOLLAR 


A similar comparison of cost 
Periodicals of large circulation 
It is economy to advertise in the 


line per time, less five per 
six months and ten per cent on yearly con- 
It is a great family paper, and one of the 

of the day. Why not place 





your announcement before its 200,000 subscribers ? 


F. M. LUPTON, Publisher, 106 and 108 Reade St., New York, 
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VAST SUMS ARE SPENT 


in street car advertising. We have made for 
the purpose a 


Street Car Adv. Clock 


which is sure to be frequently noticed and 
constantly consulted. 


The great Philadelphia clothing house of 
Ss. M. WANAMAKER & CO. 


have ordered a lot like above cut. Who comes 
next? Send for catalogue of a variety of 
Advertising Clocks. 


BAIRD CLOCK CO., Plattsburgh, N. Y. 


41,588,584 
Circulation 


In six months, July ist to Dec. 3ist, 1890, was 
given by our agency to the 34¢-inch adver- 
tisements of 








Scott’s Emulsion 
of Cod Liver Oil 


in Home Print country weeklies. 

We believe an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to advantage. 

of this class of 


Our Catalogue °f th's cass of 
Edition for 1891, will be sent to any adver 
tiser on application, and our method of work 
fully explained. 


5. W. BRANCH, 
BASTERN BRANCH, 54 


PRINTERS’ 





HONEST GIRCULATION, 


State of Missouri, ) 
City of St. Louis.) 


Herbert M. Young, Business Man- 
ager of the St. Louis Chronicle, does 
solemnly swear that the actual num- 
ber of copies of the paper named 
printed during the week ending Nov- 
ember 14, A. D. 1891, was as fol- 
lows: 


MONDAY, November 9 
TUESDAY, November 10... 43,821 
WEDNESDAY. Nev. 11..... 44,288 
THURSDAY, November 12 44,439 
FRIDAY, Nevember 13 44,933 
SATURDAY, Nevember 14 45,923 
Total for week 
Daily average 


HERBERT M. YOUNG, 
Business Manager. 
Subscribed and sworn to before me 
this 16th day of November, A. D. 
1891. 
Ww. C. HOWLAND, 
Notary Public. 


My term expires November 12, 


1893. 


Publishers of the 
Chronicle: 


Gentlemen—We have received 
better results from advertising 
in The Chronicle than we have 
from any other paper published 
in St. Louis. We used it exten- 
sively the last two years in ad- 
vertising “Flap Jack” Fleur. 

Yours truly, 

ADAM ROTH GROCERY CO., 

Per Geo. A. Roth, Vice-Prest. 

November 14, 1891. 





St. Louis 





THE BEST IN ST. LOUIS. 

“The Chronicle is the Best 
Advertising Medium in St. Louis, 
barring none.”—Captain ©. P. 
Walbridge, President of the 
Merrill Drug Company. 


E. T. PERRY, 
86 & 87 Tribune Bidg., N.Y., 


Will furnish Rates, Sample Copies, and 
further information, 
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™ ALL GUARANTEE | 
ane. No PROOF PAPER 


TAKEN IN 


time, Allen’s Lists will make up for all 
losses met by advertising in unprofitable 
mediums, They are the best advertising 
mediums in the world, and are recognized 


as such by the great field of America’s | 


shrewdest advertisers. Your ad. in the 
New Year’s issues will prove the above 
statement to your satisfaction, They al- 


ways pay at all seasons, 


isa good time to send your copy. Over 
a million guaranteed and proven each 
month, and they go direct to the homes 
of the ouying classes. 


DON’T BE 


late, That's good advice. Better heed 
it. Over $2,000 in orders, arriving late, 
crowded out of the December numbers. 
Those who send their orders early in the 
month are more likely to secure favorable 


positions, LATE 


advertisers secure poorer positions, You do 
not advertise for fun, he largest results 
tor the vutlay is what you are looking for. 
if you are tired of being | “ta en 
in’ by the “‘ all guarantee,’’ “ no proof ”’ 

papers, sample-copy sharps, etc., try the 
New Year’s issues of Allen’s ‘Lists for 
results, and you will doubtless hasten to 
make an annual contract. 


Again, Don’t Be Late! 


Forms close for New Year's (January Nos. )) 
December 18th. 


ALLEN’S § LISTS. 


Augusta, Maine. 
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Sunday School Times, 
PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National Baptist. 
Christian Standard. 
Presvyterian Journal. 
Ref’d Church Messenger 
speecopel Recorder. 
Christian Instructor. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Episcopal Methodist. 
Presbyterian Observer. 








Christmas 
Advertisers 


Can not reach so many 
Christmas buyers in any 
other way so cheaply and 
easily as by advertising 
Their 


interest- 


in these papers. 


every reader is 
celebration of 
They spend 


for this 


‘Christmas. 

money largely 

purpose and are watch- 

ful as to where and how 

to get suitable things. 
Send orders now. 


One 
Price 
Advertising 


Without Duplication 
of Circulation 
HOME 


BEST 
JOURNALS 15 WEEKLIES 
Every Week 
Over 275,000 Copies 


ation 
Phila 


Religious Press 
Associ 


1 a 
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Sean Home JOURNAL. 


BOSTON, MASS., 


+ Som mar owentg rtis nS n be found. We 
9 ave rtisers sit inetl-ane columns, 
and are n the ors floc — 

rch of bargai 


"§ 100,000 
Copies for December, 


At only 50 cents Copy must be in 
an Agate Line. Nov. 25th. 





Order direct, or through any Advertising Agency. 


POTTER & POTTER, Pubs., Boston, Mass. 


“The Yarkes Biade 


hanade NaeviereMedinm 
BA Lahual CrradaiorShMt 
BMana Vredsiak Mh 
Wat aGselsion EM 


WouaKirendahanl{ NG 
Wiralisndldin ND. 


BR Kae Liu 


Reseck fanediising ales Wc.yexchgakeline. 
Poltex & Portex , Pubs. 
BES RIFeder aN. Boston Mess 
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To Get the Most for Your 
Money, use 


H1 SCRIBNER’S MAGAZINE } 


RATE, $200.00 PER PAGE. 
CIRCULATION FOR JANUARY, 18902, 
140,350. 


CHARLES SCRIBNER’S SONS, 


743-745 BROADWAY, 
NEW YORK. 
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y BS the experienced, well-informed 
advertisers of the country what 
paper in Michigan would be _ hardest 
to get along without, and they will 


all say the 


“Detroit Evening News.” 





Ask them again if they can mention 
any two other papers published in 
Michigan that would compare with the 
‘‘News”’ alone as an advertising me- 
dium, and they will answer that it 
would be impossible to name them. 

Glance at the ‘‘ News” some day 
and see the advertisers and the num- 
ber of them who indorse the ‘‘ News.” 


C. J. BILLSON, 
86 and 87 Tribune Building, 
NEW YORK. 
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THE JAY BIRD. 
(NOT A QUAIL OR CANVAS BACK.) 


Judgment by default for $10,000 was obtained by the Abend Post Company 
yesterday against Rowell & Co., advertising agents. The plaintiff sued recently, 
alleging that its business had been —s by a rating published in the defend- 
ant’s newspaper directory.—Chicago Herald 


Messrs. Rowell & Co. have doubtless discovered that it 1s not necessary to serve 
papers on them in all cases. This is an identical case with that of the Saturday 
Bu ule. The high-cock-o-lorum position and independence of this concern in 
rating newspapers reminds me of the story of “ The Jay Bird.” 

The jay bird got up one fine morning feeling elegantly. He shook the glisten- 

ng dew from off his back, and, admiring himself, said, “J am the most poner 
bird in all these woods around.” He hopped upon a limb of a tree, spread out his 
tail, and, gazing on himself in rapture, said, “And I have the handsomest tail of any 
hird in all these wide woods around.” An unsuspecting worm crawled out on the 
limb. Mr. Jay Bird gobbled the worm, and, stretching himself out, said, “ And J 
in lick any bird in all these woods around.” Just then the jay bird looked up and 
saw a hawk soaring around. Things looked a little blue, but he showed fight. 
lhe hawk swooped down toward the jay bird, who concluded to retreat into a 
hole in the tree. He made a dive for it; he was not quick enough. The hawk 

aught him, tore out his tail and some more; but the jay bird got | in the hole. 
T urning around, he said, “‘ I loose me my tail but I preserved my life. 


THE BIG. 


Ay THE SATURDAY HLA 
0 THE CHICAGO LEDGER, 


By W. D. BOYCE. 


Increase in 


«om Se AGO WOR, 


1892. BY B. D. ADSIT. 


ver 350,0 OO Copies Weekly. 


RULES.—1. Discontinue any contract for any advertiser at any time at pro- 
rata rate. 2. Circulation proved by P.O. receipts. 3. No con- 
tract made for more than one year’s business. 

RATES.—BuapeE $1.00, LepGER 50c., WORLD 30c. per agate line per insertion. 
BIG 3 co. bined, $1.50 per line. Save 25* by reserving space 
before January Ist, 1892. 


iddress for space any Agency, or 


W. D. BOYCE, 116 & 118 Dearborn St., Chicago, III. 
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“Golden Days” 


ENJOYS A WEEKLY CIRCULATION OF 


CHARACTER AND 
INFLUENCE 
EXCEEDING 123,000 COPIES. 
It is welcomed and read in the family circle in 


parts of the United States. Its subscription price 
$3.00 per year. 


RESPECTABILITY COUNTS 
IN ADVERTISING VALUE, 


as well as in circulation. “Golden Days” is pur 
and elevating in tone. Expressions of approval ar 
continually being received by the publishers, from 
parents, educators, clergymen and others, of the i 
structive and entertaining contents of “Golden Days 
and the high moral tone that characterizes its page: 
Advertising in 


‘*GOLDEN DAYS,” 


if you carefully note the results, will prove to you 
that it is 


HIGH GRADE AND 
PROFITABLE. 


HERE IS MORE TESTIMONY. 
Numismatic Bank, 
89 Court Street, Boston, Mass., 11-21-1891 
R. A. Craic, Adv. Mgr. “Golden Days :” 

Dear Sirn—Send you by this mail 1% double column advt. for “ Golden Days, 
would also inform you that from a list of the highest grade weeklies I am using, ** G: 
Days” is the only one in which this advt. will appear. I have been advertising in ‘ G 
Days "for about two years, also in all of the high-priced weeklies and monthlies, and by kee; 
careful account of returns received, I find that ‘Golden Days" pays. Respectfully yours 


(Signed) NUMISMATIC BANK, W. VonBercen, Prop’r. 


The above is the unfailing testimony of all who use “ Golde: 


Days.” 
RATES ON APPLICATION TO 


R. A. CRAIG, Advertising Manager, 
121 Times Building, NEW YORK. 
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CAN YOU ESTIMATE THE VALUE OF THE 


Combined Circulation ? 





PORTLAND “One Paper ma State s " 
OREGONIAN “TreOregprianforOregh BOM 11800Y8996 


PHILADELPHIA “One of the four dailies in 4 
ITEM the Uden 150,000 780,86 VE2s36 433 


CHICAGO : 4 
TIMES Has stood the Test 4000Q 60008 600. 


KANSAS CITY “Invaluable indispensable’ 
TIMES (ramones) Hobl 
MEMPHIS APPEAL ‘Most powerful of 
AVALANCHE Sout hern News papers” 
DENVER “One Paper in a State” ‘ 
REPUBLICAN “™9¥R¢r rer couonawi”/ 67 
SALT LAKE “°” Paper ima State”, 
TRIBUNE, “Salt akerehaneye tan? 977 
BALTIMORE. “ Never * 
MORNING HERALD Disappoints" 27894 
* Sworn AveRage. 


S.CBECKWITH, 
Sele Agent Foreign Advtg, 


507 TheRookery, 48 Tribune Bldg, 
CHICAGO. NEW YORK. 
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3,500 New Yearly Subscribers 
received in one day during the 
past month of OCTOBER. 


About 200,000 paid year! 
subscribers on our list a 


the present time. 


Hundreds of new 
subscriptions added 


every day. 


Our Success 
Explained ! 


But a word is required for this. We promise good 
value to subscribers and then give more than double 
what is promised. 


Each number of ‘THE MAyFLOWER contains a hand- 
some lithographed plate, in several colors, and the 
very best literary matter obtainable. 
A FEW OF OUR CONTRIBUTORS: 
HENRY M. STANLEY, GEORGE KENNAN 
MAJOR JEPHSON, 
MRS. HENRY WARD BEECHER, 
MRS. DELLA BROWN of Italy 
LOUIS BOEHMER, late gardener to the Emperor of Japan 
DER A. WING of China, Explorer and Collector ; 
REV. CHARLES CLOWE, 
Medical Missionary in West Central Africa ; 
P. LANCASTER of India, 
LENNIE GREENLEE, “Health and Money for Women i 
the Flower Garden, Vegetable Garden and Fruit Garden,” 
Knee Palestine, Samoa, Alaska, Sici 
Malta, Asia, England, Bermuda, Hollan 
eee ten eee France, oiaidinn’ Denmark, New Zealan 
| and from nearly every country on the Glob: 
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ALL THIS 
For Only 50 Cts. a Year. 


ie aw 


Determined to make THE MayF.Lower the best publi- 
ation of its kind, commencing with the January issue the 
number of pages will be doubled and filled with literary 
matter of the highest order. 

A large extra edition will be mailed of 
We the January number, and we are warranted 

PROVE OUR e ‘ : 

CIRCULATION TO from present results in the belief that our 
EACH ADVERTISER 8 subscription list will be doubled by Marcu 
Before Payment for ; . i : 

Advertising is 1st, at which time we contemplate a raise 

Due. in our advertising rates. 


If you secure space now, you will congrat- 
ulate yourself the balance of the year. 


Advertising rate $2.00 per agate 
line. 

TIME DISCOUNT 1 per 
cent for three months, 20 per cent for 
six months, 30 per cent for twelve 
months 

SPACE DISCOUNT wo per 
cent on 50 lines, 20 per cent on 100 
lines, 30 per cent on 500 lines, to be 
use d in one year No advertisement 


for less than four lines space. 
op 
Send for Sampie Copy. 
You will subscribe when you see tt. Everybody does. 
Our Success 1s deserved. 


JOHN LEWIS CHILDS, Publisher, 


THE MAYFLOWER, 


FLORAL PARK, N. Y. 
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OCULAR DEMONSTRATION. 
BUFFALO _ NEWS. 
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Comparative Circulations of Buffalo Daily Newspapers. 


BOVE RATINGS are not taken from any Newspaper Directory, but are the result of 
a most thorough canvass and investigation among Newsdealers, Newsboys and 
Carriers of Buffalo and surrounding country. The correctness of this canvass is 
admitted by three of the above papers, 7.¢., “ Commercial.” * Courier” and ** Express.” 
As to the remaining paper, our several offers in our editorial columns and “ Printers’ Ink” 
of $1000 if they pty rove within 20,000 of its so-called sworn circulation confirms the 
result of our canvass. Je are prepared to substantiate above figures by producing original 
cutogmaph statements of newsdealers and carriers of Buffalo and neighborhood, showing 
their sales of the different papers. In these statements, thirteen of the leading dealers alone 
give their aggregate respective sales as follows: 


NEWS, 20,585; TIMES, 2,215; COMMERCIAL, 1!,751; 
COURIER, 727; EXPRESS, 077. 
€@™ This is a fair index of comfarative sales throughout the remaining Buffalo field. 
i i ie i i i i 


ZS. B. EIKER, BUFFALO EVENING NEWS, 
ge Trusuxe Buitpinc, New Yorx. J. A. BUTLER, Business Manaé**- 





